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G47 ROGERS BROS. 


ORIGINAL ROGERS SILVERPLATE 
WITH MERCHANDISE THAT SELLS — y 
PLUS A DEFINITE SELLING PLAN “itl 
Here is a lovely full color gift brochure that you can 






mail to bring in your customers at Christmas time. It 
illustrates the stunning new Free Starlight Chests in 
1847 Rogers Bros. Silverplate and the colorful Free 
Greenwood Chest in Wm. Rogers & Son Silverplate, as AND REMEMBER — 


well as the leading popular priced gift items in your stock. 
CONTROLLED DISTRIBUTION 


This is one part of International Silver Company’s holi- 


day program for the jeweler. Write to your Approved on 1847 Rogers Bros. is the factor that is restoring the 
Wholesale Distributor for details. silverware business to the legitimate merchant today. 


The quality mark of the International Silver Company, Meriden, Conn., only makers of Original Rogers Silverplate. 


REG, U.S. PAT. OFF. 


NEW YORK, 9-11 MAIDEN LANE - CHICAGO, MERCHANDISE MART - ST. LOUIS, AWBASSADOR BUILDING - SAN FRANCISCO, 150 POST STREET 























YOU DO NOT HAVE TO MISS ANY SALES 








With The 1936 
JEWELERS 
RIGHT- 


os 


HAND 
MAN 


In Your Store 


This represents your reserve stock. It is chock full of new and salable 
merchandise. 


Every item of merchandise in the Benj. Allen & Co. New 1936 catalogue is 
available to you in a few hours. Our prompt shipment of every order assures 
you this. 


Use it to freshen up your stock—have new items in your stock all the time, 
without any great expenditure at one time. 


The Benj. Allen & Co. catalogue is found only in legitimate jewelry stores. 


BENJ. ALLEN & CO., inc. 


The Silversmiths Building 
10 SOUTH WABASH AVE. CHICAGO, ILLINOIS 
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When the books 


are finally balanced at the close of 
next December it will be found that 
the jewelry business this year has 
reached well back toward pre-depres- 
sion standards and has surpassed the 
highly gratifying volume of a year 
ago. Of this, the industry here now 
is confident,” says George H. Arris 
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in a recent article in the Providence 
R. I. Journal. 

“Over in the Attleboros, and the 
story holds true in Providence as well, 
leading manufacturers who were 
operating at a pace that necessitated 
a ‘two weeks on and one week off’ 
schedule for employes are now run- 
ning a full week without layoffs. This 
schedule has been in force for from 
one to two months, depending upon 
the plant and its product .. .” 











Francis A. Keating, 
affable president of the Grogan Co. 
of Pittsburgh, Pa., admittedly one of 
America’s finest retail jewelry stores, 
knows better than 80 per cent of the 
men and women customers of this 
establishment by name. 

When not otherwise engaged, Mr. 
Keating may usually be found near 
the main entrance of the store to ex- 
tend a word of friendly greeting to 
the customers as they enter . . . and 
it is rather surprising how many cus- 
tomers look for and actually expect 
to see him there. 

Courtesy is an essential attribute 
in every business. There is some- 
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thing about a warm word of welcome 
that appeals to every one. Not only 
does it create good-will for the es- 
tablishment but a friendly greeting 
has the psychological effect of placing 
the prospective buyer in the right 
frame of mind for consummating the 
sale. 

But Mr. Keating does not radiate 
all of the hospitality in his beautiful 
store for officers and employees alike 
have and evince that friendly atti- 
tude which is such an important at- 
tribute in selling . . . and the same 
courteous consideration is extended 
to buyer and salesman alike as they 
call. 


Francis Keating has the reputation 
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of being one of the greatest jewelry 
salesmen in the United States. He is 
so regarded by hundreds of members 
of the jewelry trade who know him 
and he has earned this distinction be- 
cause he is never too busy to take 
sufficient time to extend every pos- 
sible courtesy to those who enter his 
establishment. 


; H. Noyes, secretary 
of the Jewelers’ Security Alliance, in 
discussing the work of the Alliance 
points out that window smashing at 
night leads the list of crimes where 
jewelers are the victims. ‘Experience 
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has taught us,” Mr. Noyes adds, “that 
the greatest number of sneak thefts 
occur because of carelessness in han- 
dling the articles which are being 
shown to customers and also to the 
fact that in many jewelry stores the 


yew | 









show-cases and display windows are 
not provided with locks. If a thief 
can divert the attention of a clerk 
a confederate can open the case or 
window and find it comparatively 
easy to abstract a few costly articles 
or even a whole tray full of goods. 
This has happened many times.” 


Nat many jewelers are 
aware of the fact that the nationally 
known business of Sears, Roebuck & 
Co., had its beginning nearly 50 years 
ago as a mail order jewelry business. 
The founder, Richard Sears, at the 
age of 20 years was a station agent 
in the town of North Redwood, 
Minn., when he found a shipment 
of watches rejected by a local jeweler 
on his hands. 

The idea that perhaps he could sell 
these watches dawned on him, and 
acting on the impulse, he wrote and 
obtained permission from the whole- 
saler to attempt to dispose of the con- 
signment. The young man then sent 
letters to railroad men with whom he 
was acquainted, and soon the watches 











were all gone. Sensing the oppor- 
tunity in this type of merchandising, 
Sears started developing it in his spare 
time, but the business grew so fast 
that he gave up his job and moved 
to Minneapolis where he founded a 
mail order house to market watches 
and jewelry. Expansion led to the 
addition of other lines of merchandise, 
and today, the company is considered 
to be one of the world’s largest retail 
establishments. 


Ray Noyes, director 
of sales of Oneida, Ltd., recently 
sent out a letter to all salesmen as 
well as executives and department 
managers of the company which is 
so unusual 
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and forceful that an 








abstract from it will well bear re- 
peating. 

The letter first quotes ‘““And Sud- 
den Death” the article by J. C. Fur- 
nas which has attracted nation-wide 
attention and has caused many a man 
to drive his automobile with greater 
care. In conclusion Mr. Noyes says 
in part: 

“We are not sissies and this isn’t 
sent to you in a critical frame of 
mind, nor as a warning. It is to 
state a simple fact; one that has been 
tacitly understood by all since we first 
placed automobiles in the hands of 
the boys: Not one of you is expected 
to drive, while on business for this 
Company, at more than a safe and 
reasonable speed. 

“You may have to slow up your 
route ; lose a few days each year ; even 
lose an order occasionally, for all we 
know or care, but make sure that you 
arrive at your destination in one 
piece ; that your shoes are full of feet 
that can be used as such; that 
your hands and arms can be used for 
writing orders, and that your head 
can be, as usual, used as a thinking 
apparatus and for its other normal 
functions and not exclusively as a 
parking space for nice white—per- 
haps blood-soaked—bandages. 

“Unlike most of our letters, this is 
not confidential. You may—and we 
hope you will—show it to customers, 
competitors, friends, neighbors and 


reporters, but above all, think of it 
every time you put your foot on the 
starter and remember it when you 
get out on the Highway. 

“Death, sudden or otherwise, is so 
permanent ! ! ! 


dd 
p ersonally | believe that 


the jewelry industry can, if it honestly 
wants to, settle its own problems,” 





said Wilson A. Streeter, president of 
the Baily, Banks & Biddle Co., Phila- 
delphia, in a recent address. “I re- 
state it,” he continued, “let the manu- 
facturer confine the sales of his prod- 
uct to the method he selects, direct 
to the retail distributor or through 
the wholesaler. Let the wholesaler 
sell his goods to the retail dealer ex- 
clusively. Let both of these refuse 
to give any goods on memorandum to 
dealers who do not carry in stock a 
representative display of similar goods. 
Let the retailer refuse to act as a 
bootlegger by passing goods to others 
directly or through an agent, and let 
him sell at a profit above overhead 
to the consumer. : 

“Tf this plan is followed we will 
all have funds and can fight for our 
rights. We must if we expect to win. 
Fight for clean business, fight against 
unjust taxation, fight all illegitimate 
dealers, fight all anti-business legisla- 
tion, fight for quality standards estab- 
lished by law in such clear language 
they will stand the test in court, fight 
for uniform auction laws and ordin- 
ances. The retailer has the respon- 
sibility of being the guardian of the 
public who buys his wares, he is en- 
titled to laws with teeth that will aid 
him to do his job thoroughly. 

“The retailer is the neck of the 
bottle through which all the goods 
produced by manufacturers, import- 
ers and wholesalers should reach the 
consumer, and if he is to do that job 
effectively and efficiently he should 
have the moral and financial support 
of the entire trade in securing new 
and better laws. The plan for an 
Inter-Trade Relations Council should 
be seriously considered and put into 
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operation at the earliest possible mo- 
ment as a method of fostering com- 
plete understanding and cooperation 
among all branches of the industry,” 


D iamond demand 


as an index of recovery in the jewelry 
industry in this country is practically 
an infallible sign in the view of Lee 
Reichman, of Reichman Bros., Inc., 
New York, a vice president of the 
American Jewelers Protective Asso- 
ciation. 

“Government statisticians,” he said, 
“well trained as they are in the ac- 
ademic sense, are inclined to under- 
rate the importance of diamonds as 
an article of commerce in the United 








States, owing largely to their lack of 
practical experience. At a conserva- 
tive figure fully two-thirds of the 
annual world production of diamonds 
come to the United States, eventually. 
Diamonds constitute a considerable 
part of the $1,000,000,000 expended 
in normal times for jewelry at retail 
prices here. They are bought for per- 
sonal adornment, for investment and 
for industrial purposes. 

“Take the item of engagement 
rings alone,” continued Mr. Reich- 
man. “There are approximately 
1,000,000 marriages a year in the 
United States. The number fell a 
little below that in 1933 owing to 
the aftermath of the depression but 
has been steadily increasing. Vital 
statistics indicate it will exceed that 
figure this year. About three-fourths 
of the weddings are preceded by the 
gift of a diamond engagement ring, 
as shown by an investigation in the 
retail trade which I made in prepar- 
ing information for the Federal Gov- 
ernment. Fully half a million diamond 
engagement rings range from $15 to 
$75 in price; another 100,000 sell 
for about $100 on an average; the 
next 100,000 bring approximately 
$200 each, while 50,000 prospective 
bridegrooms who are weathly or well- 
to-do spend $500 apiece or more for 
such pre-marital gifts. The prices 
include, of course the profits of im- 
porters, brokers, jewelry manufactur- 
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ers and finally of the retailers, plus 
the cost of the gold or platinum rings 
and the settings. In prosperous times 
there are fully $65,000,000 worth of 
diamond engagement rings annually 
sold in this country. I cite this as an 
illustration of the basic importance 
of the diamond trade to the American 
jeweler.” 

“Diamond prices,” concluded Mr. 
Reichman, “have been very low 
largely because of the dullness in the 
American market. Persons rated as 
millionaires or at least regarded as 
very wealthy, sold or pledged diamond 
jewelry owing to depression losses. 
Therefore a good deal of virtually 
distressed merchandise appeared. Prac- 
tically all diamonds of that history 
have been absorbed and many import- 
ant sales of the stones have been made. 
The stocks in this country have been 
very low and no large assortments 
had been imported. In the last few 
months, however, a slow but steady 
improvement in economic conditions 
here has stimulated the market 
abroad. I predict that prices of dia- 
monds will rise, that the Christmas 
trade in them will be brisk and that 
by next February the importations 
will approach the normal volume.” 


4d | oa 

t pays to advertise 

is the emphatic message of an article 
by Philip Salisbury, Executive Editor 
of Sales Management, printed in the 
October, 1935 issue of that publica- 
tion. Those of us who may have 











had our secret doubts about the bene- 
fits supposed to flow from the im- 
mense sums of money expended an- 
nually by leading manufacturers may 
find reassurance in the facts and 
figures which Mr. Salisbury uses to 
prove his case. 

A list of 237 companies which be- 
came aggressive advertisers during 
the period 1918-1923, following the 
world war, and which continued to 
advertise during the depression years, 
was used as a basis to compute the 
earnings of advertisers, as opposed to 
the figures for industry as a whole. 
In 1934 these 237 companies showed 
a net profit of 8.2 per cent of their 
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total invested capital, whereas the 
1935 companies whose corporate re- 
ports for 1934 were compiled by the 
National City Bank of New York, 
taken by Mr. Salisbury to represent 
“all industry,” had net income of 
but 3.6 per cent of invested capital. 

Thus the 237 companies—“This 
group of courageous advertisers who 
grasped the post-war opportunities 
which are so comparable to those 
today have current earnings more 
than double those of industry as a 
whole—127.7 per cent greater, to be 
precise!” 

What is true of the manufacturing 
industries is true of every branch of 
trade, including the retail jeweler, 
and were figures to be compiled for 
advertising jewelers, as against non- 
advertisers, it is highly probable that 
a similar record of comparative profits 
would be revealed. 


l, an article 
written under the caption “To Build 
a Common-Sense America” Arthur 
D. Anderson, president of the Na- 


JEWELRY AND THE MAN 











—A London fashion stylist recently visiting 
America (New York City) for the first 
time criticized adversely American men’s 
taste in dress. 

—I have traveled “back and forth” a great 
many times and have observed with a criti- 
cal eye the sartorial standards of English- 
men and Continentals. 

—l’ve always admired the careless swagger 
with which an Englishman carries his 
clothes. 

—But | won’t admit that the American is a 
“sloppy” dresser. 

—lIt’s my impression that the average Ameri- 
can has become definitely “clothes con- 
scious” since the War. 

—And with men like Raymond G. Twyeffort 
carrying the message of correct and color- 
ful dress throughout the land, it’s a safe 
bet that the American man may soon be 
classed as “the best dresser” of them all. 

—There’s a very real opportunity today for 
the jewelry industry to capitalize on this 
trend toward appropriate and colorful garb. 

—Snappy clothing will require snappy acces- 
sories—and it doesn’t stretch the imagina- 
tion very much to visualize a renewed in- 
terest in jewelry for men. 
Site eee 


President 








tional Conference of Business Paper 
Editors, in commenting upon business 
conditions in this country says in 
part: 

“We would like to see more mer- 
chants in political life, if for no other 
reason than they understand turn- 
over, purchasing power, standards of 
living and those simple elements that 
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go into every-day existence. A few 
less professors, lawyers, economists 
and men who venture ‘only in words’ 
and a few more men of experience— 
men who venture their money in 
trade and business, men who put their 
heads and hands into the making of 
goods, pay envelopes and profits. 

“These are the new leaders we 
need in common-sense America, and 
it is not a matter of party nor of par- 
tisan politics. It is the whole truth, 
not the half, we want. It is the way 
we build, not a house of fears, but a 
land of opportunity.” 


6. O. Sherrill of the 


American Retail Federation, said: 

“An important question on which 
all retailers can agree, is the proposed 
thirty-hour labor law. No matter 
how valid this may be in manufactur- 
ing, it is economically impracticable 
for the retailer, for the reason that it 
takes as many pairs of hands to pass 
merchandise over the counter today 
as it has ever done in the past, and 
the burden on the consumer of a 
thirty-hour week in retailing would 
be prohibitive. More and more in 
the future there will be efforts both 
by national and state legislative bodies 
to control the hours of labor and rates 
of pay. On these matters the interest 
of all retailers is practically identical. 

“Another important problem on 
which all retailers can agree is unem- 
ployment insurance under national 
and state laws. However we may 
disagree as to the soundness of social 
security legislation, we at least will be 
unanimous in fighting for a law that 
will give retailers full credit for their 
stability of employment and will not 
penalize them for the wide swing in 
employment in other fields of en- 
deavor.” 

























































No. 1—Obtain pho- 
tographs f rom your 
manufacturers for 
these three square 
half-tone illustra- 
tions. For newspaper 
reproduction have an 
artist sharpen out - 
line and shadows, and 
indicate on tissue 
overlay where high- 
lights should be 
dropped out by en- 
graver. Show this lay- 





















































‘Whe jeweler’s holiday advertising 
this season should contain special emphasis on quality. 
Observers of trends in retailing are unanimous in the 
opinion that the use of “price” as a dominating theme in 
merchandising no longer holds an all-important position 
with the consuming public, and that the time has come 
for selling guality above all. The era of shoddy merchan- 
dise ushered in by the depression has exhausted itself, and 
people are now looking for values instead of merely low 
price. They have discovered the false economy of ‘“‘cheap- 
ness” alone as a buying impulse. 

This return to the idea of quality should be of particu- 
lar advantage to the jeweler, who has always been re- 
garded as the aristocrat of quality in retailing. There 
should be emphasis on jewelry as the ultimate expression 
of quality, as well as on “quality jewelry.” 

Christmas advertising should be designed to sell specific 
articles of merchandise, and it should also sell the idea 
that the gift from the jeweler is preferable to all other 
gifts. These two copy slants should pervade all jewelry 
advertising. The first end is accomplished by judicious 
choice of items to advertise, by effective illustration and 


out to the printer 
for him to follow in 
setting up. 


descriptive copy; the second by giving all merchandising 
copy an “institutional” twist, or by inserting an extra 
block of institutional copy in the advertisement. 

Copy used by Linz Bros., of Dallas, Tex., illustrates 
these principles. The ad was three columns by a page deep 
and pictured eight novelty items in a price range from 
$2 to $13.50. The only copy other than descriptions was 
the head—“GIFTS BY LINZ .. . to choosey people, 
both male and female, will give you quite a reputation for 
savoir-faire!’’ Smart descriptive copy helped to keep the 
same tone throughout; for example, the following is clever 


and brief: 


Maybe they won't admit it, but men, too, have a 
weakness for matched sets! Choose a boxed three- 
piece sterling silver belt buckle, tie clasp and collar 


- $4.50. 


Try to have each advertisement give some “extra” 
reason why your suggestions are desirable. Suppose it’s 
diamonds. Such lines as “No gift is ever more memor- 
able than a diamond,” or “Not a gift merely for the 
moment” gets over this idea. A stronger appeal based on 
the stiffening price levels of diamonds has the impetus of 
“buy on a rising market” behind it. The news report on 
this subject published on page 111 of THE JEWELERS’ 
CIRCULAR-KEYSTONE for October might be reproduced, 


pin set.. 


in your ad, with copy saying that your large stock makes 
it possible to sell at low prices despite the rising levels. 


THE GIFT FROM THE JEWELER 


“A diamond is always a diamond!” Other gifts may 
wear out, go out of style and be forgotten, but the gift of 
a diamond has always the same eternal beauty. This copy 
appeal is often used to advantage by jewelers in stressing 
the character of gifts from the jewelry store. Other 
thoughts along this line are: The gift of the gem is the 
supreme tribute. . . . It is the gift of affection, a symbol 
of enduring regard, and it is perpetually a rare and beau- 
tiful reminder of the love which caused it to be chosen as 
a gift. 

The same idea may be applied with different degrees of 
emphasis to fine watches, silverware, and other articles of 
similar merit. 

From his unique position in the field of gift merchan- 
dise the jeweler himself lends prestige and desirability to 
every article in his store, irrespective of its price. Another 
Texas jewelry concern, the Arthur A. Everts Co., also of 
Dallas, rarely fails to use this significant appeal in its 
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advertising. A line of this character is included some- 
where in most of the Everts copy: “Whether the watch 
you choose be $8.50 or $1,000, the enjoyment will be 
enhanced if the presentation box bears the name Arthur 
A. Everts Co.” 

If more jewelers would use slogans and catch lines of 
this nature, as a mutually beneficial policy for the trade as 
a whole, the results would be felt by jewelers everywhere. 


SUGGESTED ADVERTISEMENTS 


On these pages are illustrated four layouts for jewelry 
store newspaper advertising, reduced one-half from their 
suggested actual size. Names, of course, are fictitious, but 
the character of the ads is based on effective arrangements 
used by retail jewelers in various parts of the country. 
Ad No. 1 requires one block of copy other than descrip- 
tion of merchandise, which may be institutional copy or 
convey any special message desirable. The following is 
suggested : 

Be sure to see our “Gift of Jewelry” window display this week 
—full of splendid gift suggestions that so many of our friends 
appreciate. Make Christmas shopping a joy this year . . . Come 
to Joseph’s! 

Ad No. 2 may be used for sterling, plated ware, or 
strap watches may be illustrated in the same way, show- 
ing the watch and half the band. The small block of 
copy at the bottom might be used to call attention to the 
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No. 3— Photograph your 
selections on a dark back- 
ground, arranged as_ indi- 
cated. Prints should have the 
same treatment as copy for 
No. |. Trim as shown for re- 
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china and glass department, as related merchandise, or to 
a convenient payment plan, or some other feature. 
General copy for ad No. 3: 


We illustrate these desirable gifts as the best values that the 
market offers. They are brought to you by John after many 
weeks of careful searching in the centers of jewelry manu- 
facture—to make this year’s Christmas giving a joy, both for 
you and the one to whom you present a John Gift. 


For ad No. 4, this copy is suggested: 


Good taste is priceless, so they say—but at Vernon's it is far 
from costly! Every Vernon ring is the exquisite design of 
a master craftsman. Each has the same quality of rare distinc- 
tion found in our most elaborate jewels, yet priced as low 
as $00.00. 
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* NOVEMBER SELLING IDEAS FOR 























METHOD of moving merchandise which he be- 

lieves the fastest he has found, H. H. Frumess, 
jeweler at 605 Sixteenth St., Denver, Colo., terms “‘spot- 
ting.” Shelves, eye-high, have been erected in the win- 
dows on either side of the main entrance. On these shelves 
featured advertised merchandise is displayed. ‘The adver- 
tisement featuring the merchandise is glued to the inside 
of the window several feet in front of the display shelves. 
A bright red ribbon runs from the merchandise to the 
advertisement. The method is highly successful. 











BRIGHTLY polished all-brass electric motor in the 
window of the William Lundquist jewelry store, 
Denver, Colo., has stopped hundreds of people each day 
for some time. They are fascinated by its brightness and 
its continuous motion. The wheel measures about six 
inches in diameter and is connected directly to the com- 
mutator. A watch spring makes and breaks the connec- 
tion. Magnetism is generated by means of two electro- 
magnets opposite the wheel. The motor promotes watch 
repairing especially, since it has been built to a great extent 
from watch parts. Anything put into a window, believes 
Mr. Lundquist, should be in keeping with fine workman- 
ship. 


IL IRR WW 
A 


WA, 


/ If - 
We 






40 


ELLING matched ring sets to married couples is a 
highly profitable activity of Baranov’s, credit jewelry 
store, Fifth Ave. and Broadway, San Diego, Calif. Wed- 
ding ring business has increased about 400 per cent since 
the company started featuring matched sets—and sales to 
married couples constitute a sizable portion of this volume. 
At present, not more than one out of 50 customers buys 
single rings. The idea of new ring sets for married women 
has been featured through newspaper ads and window 
displays. The theme is that ring styles have changed along 
with those of everything else and that the modern woman 
should keep up to date in this respect. 








DIA MONDS- 
ROBERTS 





OHN M. ROBERTS & SON CO., Pittsburgh, Pa., 

has recently instituted a program of illuminated billboard 
advertising of diamonds that is not only different but un- 
usually effective. The boards, which are ten feet long and 
four feet high, are strategically placed along many of the 
main traffic arteries entering Pittsburgh, and reflector 
buttons, illuminated by the headlights of your car, spell 
out the words “DIAMONDS/ROBERTS.” John M. 
Roberts, III, has personally located eighteen of these 
boards and has contracted for twelve more. 





Many jewelers are concentrating on the 
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ideas on these pages we offer 
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MINIATURE watch factory in the window of the 

Funk Jewelry Co., Phoenix, Ariz., brought the 
company about 100 trade-in watch deals in a period of 
two weeks. The center of the display was a miniature 
factory building, complete with smokestacks and other 
“atmospheric” fixtures. On either side were smaller fac- 
tory wings. A belt moved across a window in the front 
of the building, revealing a constant flow of old watches. 
The whole device is simple of construction, requiring 
more time and patience than expense. This window was 
used during a trade-in watch drive. By displaying very 
old and unusual looking watches on the belt, the company 
dramatized the idea very effectively. 

















ed E worked out educational window displays on the 

theory that people in general know very little 
about jewelry, and that by educating them about gems 
would arouse a wider interest and a greater desire to 
own them,” states Walter B. Jaccard of the Jaccard 
Jewelry Corp., 1017 Walnut St., Kansas City, Mo. A 
set of small cards in a color to blend with the gem is used 
in the trim bearing explanatory text. An example is a 
window devoted to the emerald. 











RING-NAMING contest got results for the Kay 

Jewelry Co., Long Beach, Calif. The contest ac- 
complished the following: Built a good mailing list; ac- 
quainted a wider market with the firm; publicized the 
fact that individuality was stressed at the jewelry store. 
Publicity was used in the local paper. Ads were clipped, 
the first several hundred entry blanks were taken, and a 
full window was made with this material and the ring to 
be named. The ads were pasted to the outside of the 
glass, surrounded by an attention-attracting wide border. 
The entry blanks were arranged over the window bottom 
so passersby Could read the names submitted by various 
contestants. The contest awarded four capital prizes. 
There were fifteen hundred merchandise prizes. 








VERY new piece of merchandise coming in at the 
store of J. Jessop & Sons, San Diego, Calif., is in- 
troduced to the sales force with a staff meeting, addressed 
by the man who bought the item. The plan has greatly 
increased the turnover rate on new items, doing away 
with an initial “slow” period. The buyer tells why he 
bought the merchandise—why he thought it would be a 
good item—what its selling points are, how to sell it, and 
so on. He illustrates the talk from the merchandise itself. 
After this general information is given, the various em- 
ployees are asked to make suggestions on how to promote 
it to best advantage. Sometimes they provide worthwhile 
display ideas. 











problem — How can | increase my Fall sales? 
suggestions that have been found profitable. Try some of them in your store. 
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Christmas Just Ahead 


ITH less than two months in 

which to make the most of the 
1935 Christmas buying season retail 
jewelers should already be making a 
careful survey of their respective 
trading areas in order to determine 
what promise of increased sales is in 
store for them. 

Plans should now be under way 
for an intensive program of Christ- 
mas advertising and holiday window 
display effort. Study the pages of the 
jewelry journals for new merchandise 
and new ideas on how to promote its 
sale. 

A well selected stock will attract 
more business. Do not delay buying 
until it is too late to meet require- 
ments, but keep in mind in making 
purchases that we are not so far on 
the highroad to prosperity that the 
public is going to buy lavishly. 

General trade conditions have 
shown improvement and retail jewel- 
ers should make every effort to take 
advantage of the condition to pro- 
mote their Christmas business. 


Connecticut Tercentenary 
NDUSTRY did its part in the 


celebration of the Connecticut 
tercentenary, Oct. 2 to 12, and in 
this the silverware and clock indus- 
tries had their full share. 

The Exposition at Hartford, which 
was one of the high lights of the cele- 
bration, showed many contributions 
that the state has made to the devel- 
opment of our modern mode of living 
and presented a graphic portrayal of 
accomplishment in manufacturing, the 
arts and in home life. 

The silversmiths and clockmakers 
of the state took justifiable pride in 
the display of their craftsmenship, 
which were centers of public atten- 
tion. The display of the silversmiths 
was set up in the Hartford Armory 
and was shown against a mural paint- 
ing symbolic of the industry. Eigh- 
teen silverware manufacturers, eight 
clock manufacturers and several other 
concerns that. cater to various 
branches of the industry representing 


fields of industry that have made im- 
portant contributions to Connecticut’s 
industrial achievements cooperated in 


the celebration. 
S sa 


Jewelers Beware 


ITH the approach of the holi- 

day season retail jewelers in all 
sections of the country should take 
extra precaution against crooks of 
various kinds who always select the 
Christmas buying season to reap a 
harvest from unsuspecting members 
of the trade. 

The increase in valuable stocks and 
the greater number of customers in 
retail jewelry stores are both incen- 
tives for sneak thieves, window smash- 
ers, ““pennyweighters” and bad check 
artists who turn their attention to 
retail jewelry stores. The greater 
number of customers in a store at one 
time makes it easier to work under 
cover, and the more valuable mer- 
chandise offers an inviting promise of 
greater gain. 

James H. Noyes, secretary of the 
Jewelers’ Security Alliance, says that 
a check of figures during the last 
three months of 1934 shows that 102 
jewelers were robbed, the total loss 
being $135,812. The holiday period 
is particularly productive of window 
smashing thefts at night. Because of 
this fact only cheaper articles should 
be left on display. 

New tricks to divert the attention 
of clerks are sure to be noted during 
the holidays this year, and every safe- 
guard should be used to forestall 
sneak thieves, who often work with 
confederates. 

The list of “Don’ts” at this season 
of the year should again be empha- 
sized. It includes a warning against 
leaving the store in charge of only 
one person at any time. It repeats the 
advice to keep show and window cases 
locked and to show as few articles as 
possible at one time. Beware also of 
the stranger who uses the telephone 
to communicate with you and then 
comes into your store with a “per- 
fectly good check” after banking 
hours. 

Constant vigilance is the price of 
safety. 
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Why All the Publicity ? 


RECENT newspaper report 

from San Antonio, ‘Texas, 
stated that, with a ninety-eight cent 
nickel-plated watch in his pocket, 
Vice-President Garner passed through 
that city en route to Seattle before 
sailing for the Orient for his audience 
with the Emperor of Japan. 


The Vice-President, the dispatch 
said, was carrying the nickel-plated 
timepiece, which he bought a few 
months ago in Washington, in prefer- 
ence to an expensive gold watch, a 
present, which he has carried for 
years. According to the report he 
prefers it so far as time keeping is 
concerned. 


A large number of watch manu- 
facturers, wholesale dealers and re- 
tail jewelers must have read that 
article without a great deal of plea- 
sure. Such a report is of no great im- 
portance if it creates only passing at- 
tention, as ninety-eight-cent watches 
fill a real demand, but it is of much 
more importance if it has an influence 
on the sale of fine watches, particu- 
larly just before the Christmas buy- 
ing period. 


Of course Vice-President Garner 
has a perfect right to carry a ninety- 
eight-cent watch if he chooses to do 
so. That is his business, but such 
articles in daily newspapers do not 
help the sale of higher grade watches 
any more than has the action of the 
United States Government in selling 
at public auction smuggled watch 
movements which should have been 
destroyed instead of being put on 
the open market in competition with 
the stocks of honest importers. 


The newspapers that carried the 
story about Vice-President Garner’s 
ninety-eight cent watch also wel- 
come the paid advertising of manufac- 
turers and wholesale distributors as 
well as that of local retail jewelers. 


Perhaps a little reciprocity on the 
part of the newspapers would en- 
courage more watch advertising. Re- 
tail jewelers can do their part by 
calling such stories to the attention of 
their local editors. 
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Supplying Merchandising Facts 


PRESENTATION of facts with regard to jewelry merchan- 
dising including scientific knowledge of gems and precious 
metals. (From the platform of the JEWELERS’ CIRCULAR-KEYSTONE) 


|N the struggle for his share of business the retail jeweler has to meet sharp competition from many 

outside sources and in his own field he finds alert retail jewelers who are successful because 
they are taking advantage of every opportunity to increase their knowledge of merchandising. They 
are the men who are forging ahead in the business world. 

If you are among those left behind in jewelry sales—the man overboard in the sea of competition 
—you must reach out and seize every opportunity to improve yourself. You must learn more about 
how to be a better merchant by studying successful merchandising methods including a scientific 
knowledge of gems and precious metals. If you give more of your time to this work you will be in 
a better position to conduct your business on a profitable basis. You will be able to impart your 
knowledge of gems and precious metals to your customers and thus help increase your sales and 
build your prestige. Better merchandising methods means better business. 

One of the important planks in the platform of The Jewelers’ Circular-Keystone is the presenta- 
tion of such facts in the development of the jewelry trade to the point where more jewelry will be 
sold to more people in the right way, at the right price and for the right profit. 


—_—— 
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Silver teapot made by Paul Revere 


by 
JOSEPH DANFORTH LITTLE 











Cons among the early 


New England silversmiths was Paul Revere (1735-1818), 
whose 200th anniversary is being celebrated this year. 

He learned his trade in his father’s shop and eventually 
became the most celebrated Colonial silversmith. If he 
had never been anything but a silversmith and had ren- 
dered no services to his country he would have been 
an outstanding Colonial craftsman. 

It is safe to say that the work of no other American 
silversmith has attracted so much attention or is valued 
more highly today. He was a man of the times, a true 
craftsman and greatly honored by his community, and 
seems to have had to his credit an amazingly long list of 
achievements. There was apparently no limit to the 
variety of work successfully essayed by him. We have 
perhaps been slow to realize the remarkable abilities of 
Paul Revere and the attainments of this ardent patriot 
and the extent and importance of the service he ren- 
dered in the cause of liberty. 

History has long recorded Paul Revere as that patriot 
who, on a dark April night, rode his horse through the 
countryside, calling the cry to arms, after he had hung 
out a signal light of warning in historic Old North 
Church of Boston. Longfellow has made him immortal 
in his poem, “The Midnight Ride of Paul Revere.” 

But he played many other roles in the affairs of men, 
for he seems to have been a most versatile genius. He has 
been styled “The Mercury of the Revolution,” also 
“Boston’s Handy Man,” for he seems to have been able 
to do whatever the people of Boston and vicinity wanted 
done. 

His father was a goldsmith and silversmith, settling in 
Boston in 1715. The son was only 13 years old when 
he entered his father’s shop, as an apprentice. His father 
died when he was only 19 years of age. When we realize 
how young he was, the innate art and craftsmanship of 
this man are the more apparent because of the early age 
at which he was left. 

He seems to have had natural artistic ability and de- 
signed and engraved many silver and gold pieces, which 
are the treasured possessions of museums and collectors 
throughout the country, and there clings to articles of 
silver made by him an element of romantic and patriotic 
association which endears them to those who possess them. 


Silhouette of Paul Revere 


Silverware made by him has much of the romantic 
about it, and the proud possessor of a piece of Paul Revere 
silver is loath to part with it. Anything made by him is 
eagerly sought for, highly prized and difficult to obtain. 

He gave to this nation many splendid styles of Early 
American silver and today, because of their artistry of 
design and graceful forms, many of his designs are being 
reproduced true to detail, with modern adaptations, to 
meet the increasing demand of silver for the dining room, 
that is typically American. 

Could Paul Revere know today that silver which left 
his shop more than a century and a quarter ago had 
withstood the ravages of time and is still in use and 
gives every promise of continuing to do so for years to 
come, he might find that proof of excellence more pleas- 
ing and a greater source of pride than the somewhat 
astonishing prices collectors are glad to pay, and do pay, 
for the privilege of owning a piece of his silver. 











ERIE ONS A SORRENTO RE ESERIES IRRGE RA NN m  I 
LEAR REIN: LEMONT 5 EG A AREA ARMOR HES 
THE JEWELERS’ CIRCULAR—KEYSTONE 

for November, 1935 








SILVERSMITH 


Celebration of 200th Anniversary of Paul 
Revere’s Birth Directs Attention to His Influ- 
ence on Modern Silverware Design. 


No matter how wide his interests, he never neglected 
the fabrication of silver articles, which are so eagerly 
sought for by connoisseurs. 

For his dramatic participation in the patriotic efforts 
that gave birth to the nation’s independence, Paul Revere 
justly holds an illustrious place in American history, but 
few there are who know that he held a high place in the 
history of American industries. Not only was he a 
silversmith of renown but an ardent patriot, soldier, 
Grand Master Mason, confidential agent of the State 
of Massachusetts Bay, a leader of the “Mohawks” of the 
Boston Tea Party, Lieutenant Colonel of a Massachu- 
setts regiment, and was often in command at Castle 
William, now Fort Independence. He was an engraver, 
a maker of picture frames, a die cutter, an historical and 
political cartoonist, a dentist, a chemist, a maker of gun 
powder, a caster of cannon for the army, a copper smelter, 
and iron molder and a caster of church bells. 















Silver mug in 
the Revere 
style 


A silver porringer by 
Paul Revere 





He was a pioneer in the rolling of copper on this con- 
tinent, and made copper and bronze fittings for ships and 
furnished the bolts and nails for the famous fighting 
frigate Constitution, affectionately dubbed “Old Iron- 
sides.” 

In 1792 he cast his first church bell, and before many 
years had passed many of the New England churches 
summoned their worshipers with bells cast in Revere’s 
foundry. To this day many of his bells call good people 
to worship, for between the years 1792 and 1828 he cast, 
in his foundry, 398 bells. 

He edited a newspaper and designed and carved -the 
wooden frames which surround the paintings of his 
friend, the artist Copley of Boston. He organized the 
first Scottish Rite Masonic Lodge in America, of which 
he was the Master, and he was the Grand Master of 
the State of Massachusetts. The Northampton Masonic 
Lodge charter is signed by Paul Revere, Grand Master 
of the State. He made the Masonic jewels and presented 
them to the Masonic Lodge of Provincetown. 

He was a printer, and printed a hymn book entitled, 

(Please turn to page 70) 





Left—Silver sugar-bowl and creamer with 
fluted surfaces and pedestal bases 


Right—Platter and sugar-bowl in 
the Metropolitan Museum of Art, 
New York 
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— the depression 


ripped battlefield of business, a gauntlet has been flung 
down at the feet of the American Retail Jeweler. 

As the inevitable dawn of a new era dispels the shadows 
of the past six years, there exists a definite need for an 
aggressive program by the representative leading jewelers, 
in order that they may reclaim the lost percentage of 
jewelry sales that have found their way to the consumer 
through not less than 14 outlets besides the retail jewelry 
store. 

Our greatest concern is to determine just how the 
jeweler can once more get over | per cent of the retail 
dollar instead of the present seven-tenths of 1 per cent. 

It seems obvious that this problem must be attacked on 
a united front by the great financial strength and intel- 
lectual ability of all jewelers acting together in a mighty 
effort to overcome a common enemy. 

The following suggested plan of correlated ideas is 
presented as a possible means for overcoming the drift of 
the jewelry business into foreign channels of trade. With- 
out waste of words, they are arranged in the simplest 
form, and their success depends upon a firm determina- 


a 


UNITED 
JEWELERS 


Manager of the Shaker Branch of the 
Webb C. Ball Co., Cleveland, Ohio 



















oF 




















ff 


~ 


tion to continue such a campaign, not as a temporary 
antidote, but as a permanent method of fighting a condi- 
tion that will always exist under our present system of 
vigorous business competition. 

The elementary units that constitute the complete 
structure of the plan are given as follows: 


(1) A national jewelers’ buying syndicate 

(2) A sustaining national and local advertising cam- 
; paign 

(3) A system of auxiliary publicity offices 

(4) A bureau for fashion trend promotion 

(5) A retail merchandise exchange 


A NATIONAL JEWELERS’ BuyING SYNDICATE 


The motive for a national cooperative buying syndicate 
is twofold. First, it would help to eliminate the promis- 
cuous distribution of jewelry store merchandise, and 
secondly, it would enable jewelers to buy exclusive trade- 
marked lines in such quantities that the individual com- 
petitive merchandisers would find it difficult to compete 
with the jewelers’ prices. 


In the September JEWELERS’ CIRCULAR- 
KEYSTONE Mr. Theis made a diagnosis of the 
patient—a sick jewelry business. The statistical 
analysis which his article ‘Where to, Retail 
Jewelers?” presented indicated some of the 
obstacles which must be overcome to attain a 
prospering retail trade. In this article he pre- 
sents his plan for constructive rehabilitation. 
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To clarify this thought, let us assume that in 1936, 
5000 syndicate members acting through a resident buyer 
each agree to accept an average of 50 clocks for sale, the 
actual number for each store being determined by its 
size and sales volume. 

We now have an order for a quarter of a million 
clock units, valued at approximately $1,500,000. With 
an order of this magnitude a manufacturer would cer- 
tainly be willing to construct a line of exclusive models 
designed and recommended by jewelers, advertised by 
jewelers and sold only by jewelers. The same plan could 
be applied to the selection of specially trade-marked items 
such as watches, silverware and novelties. ) 

This syndicate could operate independently, simply 
because of its price advantage, coupled with the added 
prestige and confidence that would result from the jewel- 
ers realizing that they were selling protected merchandise 
of the highest quality. The plan would be greatly stimu- 
lated by a well-conceived and carefully placed campaign 
of national and local advertising, which leads us into 
its second phase. 


A SustTaininc NATIONAL AND LOocAL ADVERTISING 
CAMPAIGN 


As originally conceived, the nucleus of the entire organ- 
ization would consist of an executive governor under 
whose direction would act a committee consisting of a 
national merchandising manager or resident buyer, an 
advertising expert, an exchange manager and an expert 
fashion counsellor. This is similar to the set-up of a 
powerful department store, where the singular genius of 
each executive acting separately combines to create a 
machine of exceptional efficiency. 

We will further assume that the jewelers have on their 
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shelves the fine merchandise that they know cannot be 
found in any other retail store. They would naturally be 
more anxious to sell these items that would be freed of 
the stigma of cut-price- merchandising methods and the 
cheapening effect of unlimited distribution. 

From the national advertising offices would go out to 
the people of America, dignified yet compelling messages 
that would tell in general of the many advantages of 
buying in the fine jewelry stores, while its more specific 
copy would directly advertise the syndicated merchandise. 

With the proper high-grade merchandise, offered at 
the right prices and ably advertised in carefully chosen 
mediums, there would be created a strong desire for them 
on the part of the millions of prospective customers, and 
the properly identified members of the syndicate would 
immediately begin to receive inquiries for their exclusive, 
yet comparatively reasonably priced goods. 

Not only would the readers purchase the advertised 
syndicated articles, but the increased store traffic would 
provide the jewelers with many added contacts, with the 
result that the sale of diamonds and precious gems would 
be greatly stimulated. 

Some idea of the power of cooperative advertising may 
be had when we analyze the figures and find that a full 
page may be purchased in the Saturday Evening Post, 
for example, for an expenditure of between one and two 
dollars, by each of the assumed 5000 syndicate members. 

This far-reaching national advertisirig would be sup- 
plemented with unified local programs throughout the 
nation, carried out simultaneously through the efforts of 
committees selected by the jewelers of every city in the 
country. These committees would be provided with copy 
and art material by the central advertising department. 

One of the greatest contributors to the decline of the 

(Please turn to page 61) 











THE JEWELRY BUSINESS——A 


‘Te low point of the 


retail jewelry business, indicated in a recent issue of 
Domestic Commerce, was in 1933, when, as revealed by 
the Census of Distribution for that year, sales of jewelry 
stores in the United States amounted to $175,066,000. 
This represented a decline of 67 per cent from the total 
for 1929—$536,280,000. 

The year 1934, however, showed a substantial gain 
over the preceding year, as estimated by Nelson A. Miller, 
of the Marketing Research Division of the Department 
of Commerce. According to this estimate jewelry store 
sales in 1934 rose to approximately $201,000,000, or 15 
per cent more than in 1933. The following table shows 
the record of retail jewelry store sales, from .1929 to 
1934, compiled from Census data and other sources: 


1929* 1930 1931 1932 1933* 1934 
Sales (in millions 
of dollars) ...... $536 $381 $301 $188 $175 $201 


Per cent Jewelry 
Store Sales are of 
Sales of All Stores 1.09 89 85 .73 .70 .70 


Per cent of 1929 
Jewelry Store Sales 100 71 56 35 33 38 


In retrospect, the decline in 1933 of jewelry store 
sales to 67 per cent less than in 1929 does not appear as 
severe as might be thought, especially when compared 
with figures for other lines of business. Sales of radio 
stores fell off 79 per cent, while lumber dealers suffered 


* Data from Census of Distribution; figures for other years estimated. 


a loss of 70 per cent of their 1929 volume. The average 
decline for all stores, 1929-1933, was 49 per cent, 
Jewelry store sales in 1934 are estimated as 15 per cent 
more than the preceding year. The average gain in this 
year, stores of all types, was 14 per cent. 


New AND OLp RETAIL STORES 


Particularly interesting are the statistics compiled by 
the Bureau of the Census to show comparative figures 
for new and old stores. They disclose that of the 19,998 
jewelry stores in business in 1929, 8170, or 40.9 per cent 
of the total, either went out of business or changed hands 
during the four-year period between 1929 and 1933. In 
that same period there were 2485 new stores established 
(new enterprises, or stores under new ownership), mak- 
ing a total of 14,313 retail jewelry establishments in 
business in 1933. The average mortality per year of 
jewelry stores (1929-1933) was 10.2 per cent. In 1933 
the stores which had been established since 1929 consti- 
tuted 17.4 per cent of the total jewelry stores. The sales 
of these 2485 new stores in 1933 amounted to $19,510,- 
000, or 11.1 per cent of the total. Of these stores, 1824 
were opened in 1930, 1931 and 1932 (averaging 608 per 
year), and 661 stores were opened in 1933. 


CHAINS AND INDEPENDENTS 


The proportion of total retail business done by inde- 
pendent stores in 1933 showed a slight increase over the 
1929 ratio. The 1929 Census indicated that 93 per cent 
of the total volume was done by independents, and in 
1933 .this was increased to 93.6 per cent. According to 


Total U.S. Jewelry Store 
Sales, 1933 ~ §$ 175,066,000 


Credit Sales 


Cash Sales 


(_~$73,714,000——_\ $101, 342,000 > 





Total Sales by Stores reporting Cash 
and Credit Sales ~$132,243000 


76% 


Sales by Stores 
reporting only 
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STATISTICAL 
REVIEW 


the Census for 1933, the 14,313 jewelry stores of the 
country, and their sales, were divided as follows: 


Per cent of 

Stores Sales Total Sales 
Independents ........ 14,050 $163,886,000 93.6 
Cusine ..... sheices 191 10,359,000 5.9 
All other types® wid eotay 72 $21,000 J 


*Includes cooperatives, leased departments and unclassified outlets. 
CrepiTt SELLING 


The Census shows that in 1933 the value of retail 
sales on credit of any kind was $73,724,000, or 42 per 
cent of the total jewelry store sales for the year. The 
proportion of cash stores and instalment stores is not 
given in the reports for this year, so it is impossible to 
tell, accurately, what part of this sum is open credit, and 
what part represents sales on a deferred payment plan. 
The total of 14,313 jewelry stores is divided by the 
Census into two classes: (1) those that reported credit 
sales, and (2) those that did not. There was a total of 
7343 stores in the first class, and the credit sales of these 
stores—$73,724,000—amounted to 76 per cent of their 
total sales, which were $132,243,000. Stores not report- 
ing credit transactions numbered 6970, with sales of 
$42,823,000, or 24 per cent of total jewelry store sales. 

The 1929 Census reported that 837 of the 19,998 
stores then in business were instalment stores. Sales of 
these stores amounted to $93,413,000, or 17.4 per cent of 
the total retail jewelry sales, which were $536,280,000 
in that year. 


SALES OF JEWELRY BY ALL TypEs oF OUTLETS 


The first study of this kind, giving sales of jewelry, 
silverware, clocks and watches by outlets of all types, was 





mame Retail Jewelry Store Sales in US. 
1929 - 1934 
in pees 9 DOLLARS 





1929 and /9%3 
Census of Distribution 
Other Years 
Estimated on basis 
of Current Statistics 
188 1 
1929 1930 1931 1932 1933 1934 


published in the May, 1935, THE JeweLers’ CircULAR- 
Keystone. This analysis, which was for 1929 and 1933, 
gave the proportion of sales of these articles by 14 types 
of stores, and indicated that 68 per cent of the total 
volume in 1933 was through jewelry stores. The figures 
used are only those representing actual sales of the com- 
modities mentioned above, and did not include sales of 
other articles carried by the jewelry stores. 

The totals for the two years were as follows: 1929— 
$587,217,532; 1933—$223,521,613. Now another study 
of this subject has been made, from statistical sources 
altogether different from those used in the study pub- 
lished in May. Also the work of George R. Donnelly of 
the Bureau of Foreign and Domestic Commerce, this new 
analysis is based on production and import figures, less 
exports. The apparent wholesale consumption having 
been obtained, this figure was given the value of 60 per 
cent of the retail value and raised to 100 to approximate 
the possible retail selling price. The study, which was 
made for alternate years from 1919 to 1933, comprises 
the following table: 


JEWELRY—APPARENT WHOLESALE AND RETAIL SALES 


1933 


Clocks and Watches, Parts and Materials........ 
Silverware, Plateware, etc. ................ 


GON CHONG. osc cidcsceaws = ig rae ies CNA aa Ale i Oe 


Jewelry ..... 


Precious Stones snd ‘Beleations. ra as Tere a haan aate 


yy) A ee 
Possible Retail Selling Price ..... 


1931 
Clocks and Watches, Parts and Materials......... 


I, TN MG 6 stu nanecn ates dbweheraseteenens 


Watch Cases 


rr re ceding Mens eso emery are oo Nee 
Precious Stones ond ‘fesitetione.. a er eee ees 


TOTAL 


Possible Retail Selling Price 
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APPARENT CONSUMPTION 
PRODUCTION IMPORTS EXPORTS WHOLESALE 
- $ 31,656,000 $ 1,972,564 $ 570,743 $ 33,057,821 
34,333,000 1,417,278 575,434 35,174,844 
2,657,000 — — 2,657,000 
51,902,000 258,516 536,957 51,623,559 
— 10,566,281 79,780 10,486,501 
. $120,548,000 $14,214,639 $1,762,914 $132,999,725 
$221,616,210 
45,563,375 3,817,217 1,118,311 48,262,281 
45,814,331 1,633,514 1,271,289 46,177,056 
4,219,133 — — 4,219,133 
87,098,235 942,494 879,393 87,161,336 
—_ 16,254,931 61,927 16,193,004 
$182,695,574 $22,648,156 $3,330,920 $202,012,810 
. $336,688,020 


(iia porn to page 117) 











Afr AD: 


N industry is unlike a police force or an army of soldiers insofar as any possibility 
of regimentation is concerned. 


Take in our own field; jewelers, each and every one of them, have their own 
individual personalities, they have their own ideas of how to operate a business for 
profit. They have their own individual problems of finance, location and shifting 
conditions. 


Again, inasmuch as there is no law preventing any man going into the jewelry 
business, it is but natural that there would be many in it who are not fitted by training 
to conduct a successful jewelry business. 


There is, however, one thing that the rank and file of jewelers must ever keep 
in mind, and that is the constant policing of their industry against racketeers, chiselers 
and other destructive types that can affect the industry as a whole. 


Business technique has changed decidedly in the past ten, fifteen, twenty years; 
in fact, it has changed greatly during the past five years, and, there is nothing that 
moves with such streamline speed as practices in merchandising. 


But there is one thing in the jewelry business that never has and never will change 
and that is the age-old truth that the jewelry business, more probably than any other, 
is builded upon confidence. 


One of the big mistakes made by retail merchants is in presuming upon the intelli- 
gence of customers. We have seen this many times in the past quarter of a century 
through the aid of our shoppers. The average man and woman has read so much and 
heard so much regarding advertising and “stunts” in selling that caveat emptor is well 
understood by more people than some merchants suspect. 


Years ago merchants sold very cheap imported watches only to find in course of 
time that their diamond business had fallen off. This was but natural. The watches 
were not accurate in their timekeeping qualities and the customers who bought the 
watches, regardless of what they paid for them, finally became disgusted with them 
and with the merchant from whom they bought them. We could give you some very 
startling data on what happened in those days. 

Have your advertising of such a character as will appeal to intelligence; make 


your windows appeal to the intelligent and create a relationship between your clerks 
and your customers that will spell C-O-N-F-I-D-E-N-C-E. 


An advertisement which appeared recently in a Philadelphia newspaper read: 
“Clocks Repaired 10c.” That certainly sounds cheap enough. I wonder why the 
jeweler didn’t go all the way and do the work for nothing. Then he would have been 


Ae Hy Kol yl. 


Vice-President. 


a real sport instead of a petty racketeer. 


B.J.D. 
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To eateh the early 


feature these 


@ BUCKLES: Smart Sterling 
Silver belt buckles. Price to 
the consumer, $5.00; in Nat- 
ural Yellow Gold _ Filled, 
$6.75. 


@ TIE CLASPS: The newly 
designed Wadsworth tie clasps 
are long and graceful. Price 
to the consumer, $1.50. 


@ COLLAR CLASPS: Wads- 
worth collar clasps incorpo- 
rate a patented non-slip fea- 


ture. Price to the consumer, 
$1.00. 


@ SETS: Matched buckles 
and tie clasps may be obtained 
in fine satin-lined gift boxes. 
Price to the consumer, $6.50 
a set; in Natural Yellow Gold 
Filled, $9.00 a set. 





gifts in November 


AN UNUSUALLY attractive window display can be designed 
with these smart Wadsworth tie clasps, collar clasps and 
belt buckles . . . especially when you show them in their 
good-looking cases. They'll look well in your newspaper 
advertisements, too. These quality men’s accessories are 
popular Christmas gifts . . . they'll help bring customers 
into your store. 

Notice the smartly engraved belt buckles . . . the grace. 
ful tie clasps . . . the beautiful, non-slip collar clasps. . . 
real selling features! Remind your customers, too, that 
Wadsworth gifts for men come only in precious metals— 
hardened Sterling Silver and Natural Yellow Gold. 

The Wadsworth Watch Case Company, Incorporated, 
Dayton, Kentucky. Offices: New York, 20 West 47th 
Street; San Francisco, 140 Geary Street; Chicago, 35 East- 
Wacker Drive. 


WADSWORTH 
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Christmas shoppers... 











THE JONKER DIAMOND 


The intense interest aroused by the famous Jonker 
Diamond is conclusive proof that the buying public 
is again ''diamond conscious.’ 


May we help you to catér to this ready market from 
our large and varied stock of precious stones and 
fine mounted jewelry? Let us cooperate with you 
on your special and general requirements. 


DIAMONDS 


Round and Fancy Shapes 


DIAMOND JEWELRY » 


Bracelets — Rings — Clips 





Pearls and Precious Stones 


HARRY WINSTON 


BRITISH EMPIRE BUILDING 
ROCKEFELLER CENTER 


620 FIFTH AVENUE NEW YORK 








52 THE JEWELERS’ CIRCULAR—KEYSTONE 
for November, 1935 











CHRYSOBERYL 








by 
ROBERT M. SHIPLEY 


President, Gemological Institute of America 


are is one of the 


most important gem minerals because it is unusually hard, 
exceptionally tough, and yields two of the most interest- 
ing and beautiful of all gem varieties—alexandrite and 
cat’s eye. 

The word chrysoberyl is from the Greek and means 
golden beryl. The name apparently became customarily 
used for this species of mineral before either its alexan- 
drite and cymophane or cat’s eye varieties were classified 
as chrysoberyl, and when only the less valuable yellow 
and yellowish-green transparent gems were well known. 
These latter gem varieties are still often known in the 
trade as chrysolite, although that is the scientific name for 
the mineral olivine or peridot, and some persons in the 
trade still refer to both yellowish-green chrysoberyl and 
yellowish-green sapphire as “oriental chrysolite.” 

It is not easy for the unscientific reader to realize that 
two varieties so widely separated in appearance as are 
alexandrite and cat’s eye possess the same refractive index, 
hardness, specific gravity and other physical and optical 
properties by which they are classified as being of the 
same mineral Species. 

Cat’s eye, or cymophane, as the variety is more scien- 
tifically known, is a translucent variety of chrysoberyl 
which displays more or less chatoyancy due to the presence 
of vast numbers of minute parallel cavities ‘or fibers. 
When cut en cabachon, a movable white streak appears 
at right angles to the direction of these fibers. This streak 
is straight, narrow, and well-centered in the finer gems. 
The hues of cat’s eyes are yellow, yellowish-green, yellow- 
green, and in some cases almost pure green. The tone of 
these hues is usually light except in green hues in which 
the tone may be quite strong. Honey is the term used to 
describe the most desirable color. Because of the difficulty 
of conveying color descriptions by the printed word, no 
better description can be conveyed of this most desirable 
color than that it is a very light greenish-yellow. Obvi- 
ously honey itself varies greatly in color. This variety is 
called precious cat’s eye, chrysoberyl cat’s eye, or oriental 
cat’s eye to distinguish it from a fibrous variety of quartz 
which unfortunately is often called occidental cat’s eye or 
quartz cat’s eye and which is distinctly inferior in color 
and chatoyancy. 

Alexandrite possesses the property of appearing a dif- 
ferent hue under artificial light than under daylight. This 
optical phenomenon is explained by the unusual absorption 
spectra of the stones. In daylight the stones appear yel- 
low-green to green, and in them may often be seen small 
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An Oriental (Chrysoberyl) cat's eye of unique 

size and perfection. It is from Ceylon and is 

in the Morgan collection at the American 
Museum of Natural History in New York 


flashes of red. In artificial light, the same stone may pos- 
sess any of the hues between red and violet. A green 
closely approaching that of the emerald is the most desir- 
able daylight color. Colors described as raspberry red and 
columbine red are reported as the preferable night colors. 
The specimens which reach the trade exhibit a great range 
of various combinations of these day and night colors, 
resulting in a wide range of prices. 

Synthetic sapphires and synthetic spinels are produced 
in gem sizes which have an inferior but somewhat similar 
property of appearing as different colors under daylight 
and artificial light. These are sold in some branches of 
the trade as synthetic alexandrite or merely as alexandrite. 
These may be identified from the genuine alexandrite by 
the observation of the inclusions characteristic to synthetic 
stones of these species and also by use of the refractometer 
and dichroscope. Observation by an experienced man with 
the latter instrument reveals three pleochroic colors in the 
alexandrite, two in the sapphire and but one color in the 
spinel. Alexandrites are unusually free from inclusions. 
One such gem was recently identified by the Gemological 
Institute of America revealing no inclusions under a mag- 
nification of over one hundred power. 

Synthetic alexandrite of sizes and prices adapted to use 
in jewelry are reported at rather frequent intervals as 
having appeared in the trade, but no evidence has ever 
reached the Institute to indicate that such stones have been 
made. The unusual optical phenomena displayed by the 
two principal varieties of chrysoberyl make them unusually 
salable in the hands of a jeweler who is himself sufficiently 
interested in gems to appreciate their rare and unusual 
beauty. 

Fine specimens of alexandrite are missing from the col- 
lections of most of our American museums. An excep- 
tional chrysoberyl cat’s eye is to be seen in the collection 
of the American Museum of Natural History of New 
York. 

The chrysolite colored chrysoberyl—light yellow to 
light green-yellow—is less frequently seen in the Ameri- 

(Please turn to page 79) 








Established 1866 





Importers and Cutters of 


DIAMONDS 


608 Fifth Avenue, New York 





Cutting Works: Antwerp—48 Rue Simons 
Amsterdam—33 Sarphatistraa 
64 West 48th Street London—23 Holborn ‘Viedact 





STAR 


SAPPHIRES — 
Emerald Cut and Marquise 


DIAMONDS 


Rubies, Emeralds, Pearls, 
Cat’s Eyes, Sapphires 


Fine Gems can’t be sold 
at Christmas time unless 
you have them to show. 


We have a large stock of Precious 
Stones, both mounted and unmounted, 
from which to make your selection. 
Let us cooperate with you on your 
special calls, 


JEROME 
RICHHEIMER 


608 Fifth Avenue 
New York 
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Fred B. Thurber 





Certified Gemologist’s Certificate 


H. Paul Juergens 





FIRST CERTIFIED GEMOLOGISTS 


Adult education, 


which is gradually entering all vocations, has had extraor- 
dinary stimulus during the recent depression period and 
this condition is particularly noticeable in the jewelry 
trade. This progress is noted in the increased number of 
watchmakers who are completing examination for certifi- 
cates issued by the Horological Institute of America, in 
the increased interest in jewelry designing and in educa- 
tional talks on merchandising and business methods. 

This desire for more knowledge of the jewelry business 
is sharply emphasized by the work being done by the Gemo- 
logical Institute of America, which was established in 
1930 and now has 236 members of the jewelry trade 
enrolled in its certified gemologist courses. These students 
first complete the courses of the American Gem Society, 
in which many other jewelers are now enrolled. This 
work prepares them for examination as registered jewelers. 

This month marks the announcement of the Gemo- 
logical Institute of America of the awarding of the first 
certificates to successful candidates who have been prepar- 
ing for the certified gemologist examination over a period 
of from three to five years. Among the successful candi- 
dates appear the names of outstanding members of the 
trade. Notable among these are the names of H. Paul 
Juergens, of the Juergens & Andersen Co., of Chicago, 
and Fred B. Thurber, of the Tilden-Thurber Corp., 
Providence. Others who have entered this new profession 
whose successful passing of these examinations in August 
and September are now announced by its examining board 
are: 

Certified Gemologists—Hans J. Bagge, J. Milhening, 
Inc., Chicago; Milton Gravender, J. B. Hudson Co., 
Minneapolis, Minn.; Richard M. Pearl, student, Colo- 
rado School of Mines, Boulder, Colo.; Howard S. Smith, 
retail jeweler, Redlands, Calif.; John F. Vondey, retail 
jeweler, San Bernardino, Calif.; Capt. Ted Syman of 
Syman Bros. Jewelry Co., Denver, Colo.; Leslie E. 
Dewey and E. Paul Shaw, both of the J. B. Hudson Co., 
Minneapolis, Minn. 
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The desire for the possession of the title awarded by the 
Institute stimulated jewelers in such distant places as 
South Africa, India, Finland, Philippine Islands, and 
Guatemala to enroll in the courses which prepare for the 
examination; and inquiries have recently been received 
from Straits Settlements, Hong Kong, Switzerland, and 
Mexico—the result of news items regarding the Gemo- 
logical movement appearing in THE JEWELERS’ CiRcU- 
LAR-KEYSTONE. 

This introduction of organized education in the jewelry 
trade has been marked by extraordinary accomplishment 
which seems to be unique in the annals of trade education. 
For the first time, almost complete cooperation has been 
obtained from instructors in universities and curators of 
museums who have conducted special classes in gem-stones 
and they have cooperated by selecting representatives to 
serve with representatives of the jewelry, gem and precious 
metal trades upon the Examinations Standards Board and 
the Examining Board of the Institute, who have been 
appointed by national associations in the jewelry trade. 
Among these was the late T. Edgar Willson, who 
throughout a long and useful lifetime fought for gemo- 
logical education in the jewelry trade. 

Among the prominent educators who have aided this 
trade educational movement, and have also given unstint- 
ingly of their advice and time, are such well-known names 
as Dean Edward H. Kraus of the University of Michigan 
and coauthor of Gems and Gem Materials; G. F. Her- 
bert Smith of the British Museum and author of Gem 
Stones; Dr. William F. Foshag of the Smithsonian In- 
stitution ; Sydney H. Ball, the noted consulting geologist ; 
H. T. Dickinson, consulting engineer of the DeBeers and 
Affiliated Mines, and B. W. Anderson, director of the 
British Gemological Laboratory. They, as well as scores 
of other educators, have made extraordinarily valuable 
contributions in the development of the movement. 

With the final consummation of this machinery, the 
announcement is made by the Board of Governors of the 

(Please turn to page 60) 
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JEWELRY 


CREATIONS 
Call for 
FANCY CUT 
DIAMONDS 




















ANCY cut stones of every descrip- 


tion for your selection. 


A COMPLETE stock of baguettes, 
marquise and square diamonds 


in all sizes. 


FINE assortment of rough dia- 
monds suitable for cutting to any 
shape to complete your new and 


modern designs. 


NUSUAL 
GEM 
STONES 


LOUIS GURFEIN 
& SON 


608 Fifth Ave. New York, N. Y. 














ANTWERP 
76 RUE DE PELICAN 


SOUTH AFRICA 
76 CHURCH ST., KIMBERLEY 


AMSTERDAM 
2 TULPSTRAAT 


Tel. MEdallion 3-4822-4823 


Importers and 
Cutters of 
Fancy Shaped and 
Round Diamonds 
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Taxing the “Producer” of Jewelry 


Deputy Commissioner Answers Inquiry— 
Chairman Streeter Outlines His Position 
on the Subject 


HERE still seems to be a great deal of misunderstand- 

ing in the jewelry trade regarding the 10 per cent tax 
on jewelry assessed by the government on the manufac- 
turer, importer or producer by Section 605 of the Reve- 
nue Act of 1932 and Section 609 of the Revenue Act 
of 1934. 

In answer to an inquiry by George A. Fernley, secre- 
tary of the National Wholesale Jewelers’ Association, the 
following letter was received : 


TREASURY DEPARTMENT 
Washington, 
September 30, 1935. 
The National Wholesale Jewelers’ Association, 
505 Arch Street, Philadelphia, Pennsylvania. 
Attention: Mr. George A. Fernley, 


Secretary. 
Gentlemen: y 


Reference is made to your letter dated September 4, 
1935, requesting to be advised whether a ruling similar 
to the following has been issued by the Bureau in con- 
nection with the tax on jewelry, etc., as imposed by Sec- 
tion 605 of the Revenue Act of 1932, and Section 609 
of the Revenue Act of 1934. 


“When a retailer purchases a diamond and a 
mounting, thereby becoming the producer, he can, 
by adding 15 per cent to the actual cost of the 
articles and assembling charge, ascertain the fair 
wholesale value and pay the excise tax on this 
amount.” 

In this connection you are advised that where a person 
assembles diamonds and mountings, and sells the com- 
pleted articles at retail, it has been held in the event the 
same or similar articles are not sold at wholesale by the 
manufacturers, producers or importers thereof, that a fair 
market price may be arrived at by adding to the cost of 
the mounting and stone, the amount charged for as- 
sembling articles plus 15 per cent. 

For your information you are advised it is the under- 
standing of this office that the fair market price deter- 
mined in such a manner is equivalent to the fair market 
price arrived at by taking 60 per cent of the retail selling 
price of the articles. 

Respectfully, 
(Signed) D. S. BLISS, 


Deputy Commissioner. 





STATEMENT By CHAIRMAN STREETER, OF A.N.R.J.A. 
LEGISLATIVE COMMITTEE 


In an interview on the subject given out by Willson 
A. Streeter, chairman of the A.N.R.J.A. Legislative Com- 
mittee, Mr. Streeter said: 

“There is no tax imposed in Section 605 of the Reve- 
nue Act of 1932 on labor as labor. The fact that a 
retail jeweler puts together a finished diamond and a fin- 
ished mounting at a cost of $1 or less, to complete a dia- 
mond ring, has no bearing on the amount of tax to which 
the government is entitled.” 
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This is the position assumed by Mr. Streeter, presi- 
dent of Bailey, Banks & Biddle Co., Inc., of Philadelphia, 
who speaks on this subject in the capacity of an individual 
retail jeweler. Mr. Streeter’s long experience in legis- 
lative matters, as chairman of the A.N.R.J.A. Legislative 
Committee makes of particular interest his comment on 
the method adopted by agents of the Department of In- 
ternal Revenue in computing the 10 per cent manu- 
facturers’ excise tax as it applies to retail jewelers. 

“The retailer,” says Mr. Streeter, “when he buys a 
mounting pays the manufacturer’s selling price, which 
includes the latter’s overhead and profit. And when he 
buys a diamond from an importer, wholesaler or dealer, 
the same items are included in the price he pays. The 
value added to these two finished articles by the simple 
assembling process performed by the jeweler is negligible 
—practically non-existent. An examination of the pub- 
lished price lists of certain manufacturers who sell fin- 
ished articles, and offer as well the ingredients of the 
same articles in the form of mounting finished except for 
center stone, and the center stone itself, demonstrates 
that the price to the trade of the completed article (in the 
case cited) is no greater than the sum of the costs of these 
two parts. 

“According to the Revenue Act of 1932 when it was 
not possible to definitely determine the regular manu- 
facturer’s selling price for an article taxable under Sec- 
tion 605, the Commissioner was permitted to establish 
a fair market price for said article. 

“Early in the administration of the Act, the Commis- 
sioner decided that 55 per cent of the retail selling price 
would be regarded as a fair market price (raised to 60 
per cent later). 

“Recently and without any previous knowledge by our 
industry inspectors of the Internal Revenue Department 
have been assessing 15 per cent on the combined cost of 
completely manufactured articles and the assembling, with 
the result that while a manufacturer pays a 10 per cent 
tax upon his selling price the retailer is obliged to pay 
1114 per cent upon the theoretical manufacturer’s selling 
price. 

“Furthermore, the Department of Internal Revenue 
has never released an official Treasury decision outlining 
this policy. In response to private inquiry it has stated 
that such a release would not be made but that ‘each case 
would be considered individually.’ However, a state- 
mént describing the procedure was released to a private 
agency which sells to business men a service of informa- 
tion regarding developments of the federal tax program. 

“Today there are thousands of retail jewelers who have 
been transacting business for two and a quarter years 
under the impression that they were observing the law, 
and who now find themselves subject without warning to 
an extra 114 per cent tax on many of the sales made dur- 
ing that period, plus a penalty of 1 per cent each month. 

“The A.N.R.J.A. Legislative Committee has been in 
almost daily contact with Washington trying to reach 
some equitable adjustment of this most unfortunate, un- 
fair—as well as unpublished—policy of the government.” 


D. C. Percival & Co., wholesalers, 373 Washington 
St., Boston, Mass., announce that they have taken over 
the space in the building formerly occupied by A. Paul 
and after alterations are made will use this added space 
for display purposes and as a reception room. 
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A highly ecialged department mann 
re-culling and repairing diamonds for the 











FS, toj2 and Listen 


to authorities who say that “Business this Fall will far exceed 
expectations. Merchants having and displaying the right met- 
chandise at the right price will profit.”. .. We add that the 
unusual in merchandise will be she merchandise that will sell. 


THE FOUR NEW 7-JEWEL 
AMERICAN-MADE WATCHES 


introduced this year by us, to meet 
the popular demand at a popular 
price, are selling far beyond our 









“The Duchess” expectations. és — 
$7.50 These movements are handsomely The Countess 
RETAIL cased in filled yellow gold plate with $6.50 
chromium plated back. The gold is RETAIL 


applied by the “Bek” process which 
amalgamates 114 thousandth thick- 
ness of yellow gold with the base 
metal. Equivalent and equally as 
good as gold-filled work and much 
superior to ordinary gold plate. 

- Only genuine pigskin straps are = 
ni . used with gold-plated buckles. ys 4 
The Duke Order from your wholesaler at The Count 








$6.50 once to imsure your having this $5.95 
RETAIL quick-selling merchandise for Fall. RETAIL 





THE KEYLESS / “KEYLESS” ARTLARM 


heii Go 





Just pull to wind. Save your 
fingers. A few pulls on the 








a brand new idea in alarm small cable and the time and 
clocks. The thirty-hour : y 
movement is wound b alarm mechanisms are simul- 
ais a cord. Very soft 

tick. Chromium case. 

iinics det cee aan: taneously wound. Unusually 
round dial gold finish. Both soft tick $3.50 retail 


. easel support. Top shut-off. 








THE NEW HAVEN CLOCK COMPANY 


Watch Division NEW HAVEN, CONN., U.S.A. Gince 1817 
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European Diamond Market Shows Improvement 


Lonpvon, Oct. 10.—When the two months’ “sights” 
of the rough diamonds shipped from South Africa to the 
Diamond Corporation’s headquarters here near the Smith- 
field market come to an end in a few weeks’ time it. is 
estimated that something like $15,000,000 worth of the 
stones will have been dealt with. 

The demand for good diamonds is increasing week by 
week and prices have definitely increased from the lower 
levels that have ruled for the past five years. The im- 
proving demand and the rising prices fully justify the 
policy of the corporation which has deliberately kept 
stones from the market and created what is virtually a 
shortage in the type of diamond most wanted by world 
buyers. 

As Backes & Strauss, the Holborn Viaduct diamond 
house, reports this month: “It is many years since we 
have seen such activity in the cutting centers. Lists of 
buyers who have been in Europe for the purpose of ful- 
filling their requirements contain names from all the 
principal countries of the world. Goods of every descrip- 
tion are higher in price, and the finer grades of mélées 
and regular sizes are very scarce at present.” 

As the higher quality goods come off the mills at the 
cutting centers they are being snapped up eagerly even 
at the new enhanced prices, which tends to show the gen- 
eral feeling of confidence that the improved conditions 
have come to stay. 

In Britain the retail trade, especially in provincial 
centers, has been marked by a very big improvement, 


and this activity is now being extended to the metropolis 
where the vacation season ends later than it dces in the 
country. 

The fact that buyers of rough from Continental Europe 
the past two weeks have willingly paid the average rise 
of 7% per cent obtained by the Diamond Corporation 
for its last shipment of rough is a pretty sure indication 
that most polished new goods will be still higher in the 
near future. The slight stiffening of prices that set in a 
couple of months ago has now become accentuated owing 
to increasing diamond demand, dearer rough and higher 
cutting wages in Antwerp. 

The scarcity in the finer grades of goods in mélée sizes, 
as well as in larger stones, persists. It is likely to con- 
tinue for some time since very little better grade rough 
is being found, and it likely will be some little while yet 
before the South African diamond mines are reopened. 

Some nervousness regarding the international situation 
has been evinced the past week, but the general feeling 
of confidence in the immediate future of the diamond 
industry is not being undermined. 


The Amsterdam Diamond Company, which has been 
established for nine years in the Widdicomb building, 
Grand Rapids, Mich., announces the opening of a new 
high grade jewelry store and shop on the ground floor 
location at 111 Pearl St. N. W. E. A. Rutstein, the 
owner, started this firm approximately nine years ago, 
and now they employ 11 expert jewelers and watch re- 
pairers. 








Walter Lampl 





COMPACTS e CIGARETTE CASES e SEMI-PRECIOUS STONE CREATIONS 


We have subscribed to the Jewelry Se 
Publicity Campaign. OY 


20 WEST 47th STREET, NEW YORK 
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Loose ana mounted 


Also fine, large, cultured Pearl gems 
from the Dutch East Indies. 


Drops, Buttons and Round Shapes 


05 Ntaean Sbveet? oNed- Yorh. 





INTRODUCTION TO THE 


THEORY OF SPECTACLES 


By PROF. OTTO HENKER 
Valuable to practitioners and students of Optometry and Optics. 
Price $2.50 
THE OPTICAL JOURNAL & REVIEW 
239 West 39th St., New York 








VIA AIRMAIL TO THE WEST 
GENUINE 








ZIRCONS 


WHITES — BLUES 
ANY QUANTITY 


JAMES A. DRILLING CO. 


Semi-Precious Stones 


87 NASSAU ST. NEW YORK CITY 
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First Certified Gemologists 
(From page 55) 


Institute that the examinations will be made available to 
members of the trade who are qualified to stand for the 
examinations by practical experience and study, whether 
pursued in the course of their business or during their 
high school and college years. 

The Board especially wishes publicity given to the fact 
that the examinations are not limited to students who have 
enrolled in the courses of the Gemological Institute. Ap- 
plications can be addressed to any member of the Board, 
The Board of Governors now consists of George C, 





A Corner of the Gemological Laboratory 


Brock, Los Angeles; James D. Dougherty, Minneapolis; 
Louis Esser, Milwaukee; Myron Everts, Dallas; Paul 
Hardy, Pittsburgh; Edward F. Herschede, Cincinnati; 
E. W. Hodgson, Boston; O. C. Homann, Omaha; H. B. 
McCague, Cleveland; M. A. Maier, Atlanta; F. B. 
Thurber, Providence, and Leo J. Vogt, St. Louis. 

The members of the Examinations Standards Board 
who passed upon the subjects and the questions contained 
in the Certified Gemological examination consist of the 
following: William F. Foshag, Smithsonian Institution, 
Washington, D. C.; Dean G. M. Butler, Arizona School 
of Mines; Prof. Paul F. Kerr, Columbia University; 
Dean Edward H. Kraus, University of Michigan; Clif- 
ford L. Lamont, representing New York Gem and Pearl 
Dealers; Sydney H. Ball, mining geologist, New York; 
Dr. G. F. Herbert Smith, representing English Gemo- 
logical Examinations Board; Frank L. Spies, New York; 
Fred B. Thurber, representative from A.N.R.J.A.; Leo- 
pold Nathan, representing Precious Stones Dealers’ Asso- 
ciation, New York; Arthur P. Care, representing Na- 
tional Wholesale Jewelers’ Association. 

Dr. Albert J. Walcott of the Field Museum of Chi- 
cago has been selected as temporary Secretary of the 
Examinations Board. 

Among the men who early became thus interested in 
the movement for the study of gems were the late God- 
frey Eacret, the late T. Edgar Willson, George Engle- 
hart, Drs. Butler, Kraus, Smith, and Walcott, and Sydney 
Ball, and the other members of the Retail Jewelers’ 
Research Group who are still serving as a part of the 
personnel of the Board of Governors. Trade papers, 
almost without exception, gave unstinted support. 

The educational department of the Institute is under 
the direction of Robert M. Shipley. 
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United Jewelers of America 
(From page 47) 


retail jeweler has been his failure to adopt modern mer- 
chandising methods, and his timidity in venturing into 
the field of advertising on a sufficiently broad scale to 
overcome the efforts of his competitors along that line. 

In these days fine furs can well be called a luxury, but 
the furriers are selling their share of expensive garments 
because they have the courage to go after the available 
business with large space advertising, thus creating a 
demand for their merchandise. 

The jeweler not only is competing with other jewelry 
outlets for business, but he is also fighting for a portion 
of the retail dollar in competition with automobile dealers, 
fur salons, interior decorators, and many other businesses 
that are spending vast sums to advertise their products. 


A SysTeM OF AUXILIARY PUBLICITY OFFICES 


Another indispensable aid to the jeweler in connection 
with a national cooperative campaign would be the sup- 
port derived from that elusive yet powerful partner of 
advertising known as publicity. 

It would be difficult to name any business that is more 
ideally suited to the requirements of newspaper publicity 
than the jewelry business, with its centuries of tradition, 
its background of historical associations, and its stories 
of glamour, intrigue and adventure. 

Jewel style releases, the history of the evolution of 
timepieces, the romance of silver designing, the tales of 
famous gems and hundreds of kindred subjects connected 
with the business can be used as a basis for preparing 
unlimited publicity stories to be released by the central 
office to the local committees in each community. These 
when presented will assist in building a greater appreci- 
ation for the advertised products as well as create more 
of a demand for them. By far the greatest benefit from 
publicity, however, would be derived from its use to 
develop a system of jewelry style promotion, a thing that 
has been sadly neglected by our profession. 


BuREAU FOR FASHION TREND PROMOTION 


The jeweler should be one of the first to recognize 
that constant change in fashion trends and merchandise, 
and advertise and publicize his fine jewels accordingly. 
We must regretfully admit that it is the department store 
that leads the way when it comes to the designing of 
jewelry. Their experts are constantly on the job creating 
new styles and new arrangements of older style pieces to 
harmonize with seasonal style changes. 

And instead of being the leader in this field the jeweler 
too often follows in the footsteps of the department store 
and comes out with copies just about the time the style 
is ready to change again. 

The one bright ray in this whole horizon is that in the 
retail jewelry industry there are a few establishments 
which have recognized this situation and endeavored to 
overcome it by the creation of exclusive designs for their 
own local patronage. The difficulty of this situation, 
however, is that the benefit of such ability does not spread 
to the general retailer as a recognized group. 

There is a lamentable lack of unity in the jewel style 
appeal as presented by jewelers. Either through lack of 

(Please turn to page 63) 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for November, 1935 








Christmas Profits 


for the 
JEWELER 


Chelsea Clocks are the kind of merchandise 
which leads Christmas shoppers away from 
ordinary department stores and into the 
jeweler's. Chelsea Clocks, built to last a life- 
time, are wanted gifts, sold by high class 
jewelers under a strict merchandising policy 
which makes it impossible for your custom- 
ers to buy them at ordinary department or 
general stores. Shall we send you our 
latest catalogue? (lllustrated above: The 


CONSTITUTION, a Ship's Bell Clock, in 


three sizes, cased in solid cast bronze.} 





WV, 
——- 
Y 






CHELSEA CLOCKS 


CHELSEA CLOCK COMPANY, BOSTON, MASS. 
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JOSEPH B. COOPER & SON 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers continue to be satisfied 
with their returns on OLD GOLD and 
other precious metals. 


Your shipments are accurately tested 
or assayed by experts and you are paid 
accordingly. All shipments are held intact 
for your approval of our estimate. 





We pay 
6%,c per Karat, per Dwt. 





JOSEPH B. COOPER & SON 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our reputation is our success. 





D'Arcy Oils 


Application rod 
carries just one drop— 
enough to fill your oil cup 


For Bracelet Watches, Watches and 
Clocks 


D’Arcy Oils possess all ingredients 
to make them superior. 


They retain their properties in all tempera- 
tures. 


25¢, 35¢, 50¢ and 60¢ sizes distributed thru 
wholesale supply houses only. 


SENSATIONAL DISCOVERY 


D’Arcy “Caps,” products of D’Arcy Oils, a watch cleaning com. 
pound (in capsules) with contents of one 15¢ capsule. when 
dissolved in water, you can clean thoroughly, bright and shiny 
30 to 50 watches. (It prevents hair springs from sticking.) 
EXCELLENT for machine cleaners. 


$1.50 per Dozen. 


D’Arcy “Caps” (Large) jewelry cleaning compound in capsules, 
15¢ each. $1.50 per Dozen. 















D’Arey Dial Cleaning Solution makes old dials look new. 





Our Stronghold Watch Crystal Cement does Wonders! Every 
time used, it gains a satisfied customer! NO WASTE: Adding 
fresh cement to old acts as thinner. 


Ask your wholesaler. 


D'ARCY OILS 


446 W. 125th St. 
NEW YORK 





ZIRCON S 


The original source since 1920 
at real rock bottom prices 


Large quantities in commercial goods. Fin- 
est stock in Specimen. Own cutting plants in 
Siam and Switzerland. 


ALBERT LANG 


ZURICH — SWITZERLAND 


Cables: Alangnala Zurich 
Representatives wanted for some parts of the States 








WILSON 
SERVICE 


IS 


A special sales 
plan used and en- 
dorsed by Jewel- 
ers everywhere. 


Write today for 
full particulars 


Wilson Sales System 
Detroit, Michigan 

















Do you buy, sell or use gems 


and gem materials? 
Kraus and Holden’s 


Second Edition 


Gems and Gem Materials 


By Epwarp Henry Kraus, Professor of Crystallography and 
Mineralogy and Director of the Mineralogical Laboratory, 
University of Michigan, and Epwarp F. Ho.pen, Late 
Instructor of Mineralogy, University of Michigan. 
260 pages, 6 x 9, 325 illustrations, $3.00. 

The first part of the book discusses those properties which 
are necessary for an appreciative understanding of gems such 
as crystal forms, physical, optical and chemical properties, 
formation, occurrence, cutting, polishing and naming of gems. 

The second part of the book contains reference tables of 
the various characteristics of gems and gem materials, con- 
veniently classified, handy for ready reference. 


Five Features of the New Gem Book 


1. Valuable statistics on production and occurrence. 

2. Full discussion of cutting and polishing of gems. 

3. Full treatment of manufactured stones, including detailed discus- 
— of artificial rubies and sapphires, glass imitations, bake- 
ite, etc. 

4. Numerous tables of gems arranged according to various prop- 
erties. 

5. Summary Table for reaay seference. 

er your copy today from 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York City 
To buy 


IT PAYS ic WATCH STRAPS 


when they cost no more 
Our Prices are 


FOR QUALIT UNEQUALED 


We can meet your every requirement and leave you A GOOD PROFIT 


WESTERMAN MFG. CO. ¥°". “..% 














62 THE JEWELERS’ CIRCULAR—KEYSTONE 


for November, 1935 








United Jewelers of America 
(From page 61) 


knowledge or because of negligence we find many cases 
of some houses trying to force the client to purchase, say, 
single-strand pearl necklaces when the two or three-strand 
ones are in vogue. ‘ 

Again, we see them still buying and offering for sale 
expensive pendants when they are temporarily not in 
demand because dresses are at the time being worn with 
high necks. Furthermore, we often see different jewelers 
simultaneously advising their ciients to buy jewels of 
vastly different style because there is no clearly defined 
rule for them all to follow. 

What we need as a group are the services of the fore- 
most fashion expert in the country who will act as counsel 
for the United Jewelers of America, so that the style of 
jewelry shown by every fine store shall be uniform, even 
though each piece varies in its individuality of design, 
regarding the arrangement of gems and the execution of 
workmanship. 

If in the spring of 1936, for instance, the foremost 
designers, working in collaboration with the fashion ex- 
pert, decree that star sapphire clips and bracelets shall be 
the proper style to harmonize with the mode in evening 
dresses, and if this appeal be incorporated in the national 
and local advertising and publicity, while at the same 
time every jeweler concentrated on selling that particular 
style, the constant repetition and united appeal would of 
itself stimulate and create a greater market for the pieces. 
The clients would likewise have more confidence in their 


jeweler as a connoisseur of style, and in time the jeweler 
would be the one to whom she would turn for advice on 
this subject, while he would reap the reward in a greatly 
increased business. 


A Retait MERCHANDISE EXCHANGE 


The rate of turnover for fine jewels and watches is 
about as low as any form of retail merchandise sold. 

One of the factors that acts as a retarding influence in 
moving expensive goods of this nature is the fact that the 
individual salesperson loses enthusiasm over them after he 
has looked at them for a long time. 

While they appear beautiful and attractive to the cus- 
tomer who has never seen them before, the man behind 
the counter, to put it bluntly, has gone “stale” on them. 

It seems logical that a central exchange service based 
on a system of credits could be established, whereby 
jewelry that has lain dormant in one store could be 
exchanged for other jewelry of like value that had grown 
old to the sales force in a concern in some other town. 
A plan of this kind could be made self-sustaining. 

Such a means could be employed to balance jewelry 
stocks by trading, and the appearance of fresh merchan- 
dise in the jeweler’s showcase would increase the rate of 
turnover and build up the volume of fine jewelry sold. 
This would soon be reflected by increased business for both 
retailer and manufacturer of jewelry. 

The writer invites any form of comment or suggestion 
for such a tentative program in the interests of the 
greater welfare on behalf of the high-grade retail jewelers 
throughout the country. 
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75 VARICK STREET 











a [| I!) NEW 1936 STREAMLINE WATCH a» RING BOXES 






Standard Unbreakable Watch Crystals, Inc. 


Manufacturers of Novelty Jewelry Boxes and Watch Crystals 


HAMMEL, RIGLANDER & CO., INC., WHOLESALE DISTRIBUTORS 


Handsome and distinctive 
plastic ring and watch boxes 
for both give-away and dis- 
play. Six striking ever- 
popular rich colors: Mahog- 
any . . Green . . Marble. . 
Dubonnet . . White . . Black 
. . Beautifully lined, luxuri- 
ous, but modestly priced. 
The design and lustre lend a 
touch of originality so help- 
ful in the sale of fine Jewelry 
today. 


Sold thru your wholesalers. 


reece ween 


Ask your Wholesaler to show 
you our new Cases which 
convert 16 and 18 size watch 
movements into smart Desk 
or Traveling Clocks. 

Send for illustrated folder 
on these new cases and com- 
ce plete catalogue of our Watch 
Crystals and Jewelry Boxes. 


NEW YORK CITY 
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OU know, as well as we 
. 
Easier SALES = orn 
a ~ } eC r money in the silverware busi. 
y ness is to sell goods that stay 
B ce { [ ( r SALES sold, and that bring a definite 
profit with each sale. 


That is why leading jewelers 


C) Wi t h app oa wh throughout the United States 
are featuring Gorham Silver. 
{ plate. More people are buy. 

ing...and buying better 
Dhie neat thing le 


STERLING 





















things. If they cannot afford 
Gorham Sterling, they want 
Gorham Silverplate. It is a 
sale that means satisfaction 
—our 104 years in business 
has proved that. And it is a 
sale that means a definite 
profit, a good profit, for 
Gorham prices are never | 
slaughtered to make a sell- 
ing holiday. Feature Gorham _ 
Silverplate... for easier sales, 4 
for more profitable sales. — 


Zhe GORHAM 
er nly ere Yt yo 1831 


6 W. 48th Street, New York City 
10 S. Wabash Avenue, Chicago 
140 Geary Street, San Francisco 





Crot 


MARLBOROUGH 
Dinner Service 
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A GREAT 
SILVERSMITH 









A copy of this silver bowl designed by Georg 
Jensen was presented to Queen Alexander of 
England. It was originally made for a gift 
from a group of Danes to the King and Queen 
of Norway when he as Prince Carl left Den- 
mark to become King of Norway. The copy 
pictured is from the Metropolitan Museum 
of Art in New York. 





















Group of modern silverware by Georg Jensen Silver brooch by Georg Jensen, shown actual 
size. It is set with one large and many small 
sapphires. 
Last month with the seen in the galleries and such ugly objects were offered for 
death of Georg Jensen the world lost the greatest silver- sale. 
smith of the past three hundred years, and a man whose Returning to Copenhagen and opening a shop, he re- 
influence in raising the standards of art and taste in the solved to devote his life to making utilitarian things 
crafts has been unmeasurable. His life records an amaz- beautiful and chose silver as his medium. From this metal 
ing sum of accomplishments. No other silversmith has he called forth, as the noted critic, Emil Hannover, said, 
achieved such world wide recognition during his lifetime. ‘‘a beauty which had hitherto slumbered unnoticed and 
Born in the little town of Raadvard in Denmark, he unsuspected within.” 
was early apprenticed to a goldsmith, later studied sculp- In an era when all art seemed divorced from life and 
ture at the Royal Academy of Copenhagen, and, in 1895, was relegated to gold frames and when Victorian ornate- 
exhibited his first work, a bronze figure of a harvester. ness pervaded the crafts, the *restful beauty, grace and 
For this he received high praise and the gold medal usually restraint of the work of this sculptor-silversmith met with 
reserved for much older men. quick recognition and enthusiastic appreciation. With | 
This award enabled him to travel extensively. He be- masterly reserve he often emphasized the classic simplicity™ 
came familiar with the treasures in the great museums of of his designs with small sculptured buds or seed pods.%j 
Europe. He was also absorbed in shop-window displays These spots were a welcome relief from the scroll work * 
and was shocked that such beautiful things were to be (Please turn to page 73) 
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Simole Beauty 
of Great Distinction 


Here is tableware for the woman whose taste is 
most exacting... who prefers the plainer patterns 
but insists on distinction, beauty and charm. 
Instinctively, she turns to TREASURE Solid Silver— 
aware of the individuality which distinguishes it, 
and the correctness of design which assures its 
lasting good taste. Two TREASURE patterns which 
are capturing the favor of this discriminating clien- 
tele are the DirECTOIRE and MODERN CLASSIC 
... two patterns which have won the highest 
praise from connoisseurs and critics. 

The DirECTOIRE pattern is founded on traditional 
design, yet rendered in a fresh, original manner. It 
is absolutely correct with Federal or late Colonial 
furniture ... and equally correct with modern. 
- That’s because so many of the best modern pieces 
show a definite Directoire influence. Obviously, 
it is also charming and appropriate with French 


settings in the late 18th and early 19th century 














manner. A versatile pattern—and a lovely one. 
To the bride who plans a modern dining room, 
and to all those who love the simple directness 
of the classic modern spirit, MODERN CLASSIC 
is quite irresistible. Here is a gem of designing, 
created by Robert Locher who has fathered so 
many fine contemporary ideas. In this Sterling 
tableware abides the very essence of good mod- 
ern design. It is simple but forceful, unornamented 
but decorative. It has rhythm and grace and beauty. 
Fortunate the families who will see it on their 
tables day after day! 

The demand for the DirECTOIRE and MODERN 
CLASSIC patterns is increasing very rapidly and 
many leading Jewelers speak of them as their best 
selling patterns. IF it should happen that you are 
not a distributor of these designs write us for de- 
tails, since they, like all TREASURE patterns, are 


confined in their distribution to appointed dealers. 


STERLING 2928/1000 FINE 


ROGERS, LUNT & BOWLEN 
Silversmiths - GREENFIELD, MASS. 








MANCHESTER 
CREATES 


Another Star... 


The DeLuxe Floral 
Pattern in Fine Sterling 


ALL THAT THE jeatily 
The enthusiasm aroused by this 
beautiful new pattern is astounding! 
The high percentage of accounts that 
are stocking it proves conclusively 
that American Beauty fills a spot in 
the center of today’s silver merchan- 
dising picture. 
Fifteenth in the lineup of active Man- 
chester patterns, American Beauty is 
the product of the same exclusive, 
standardized manufacturing meth- 
ods which materially reduce costs. 
Each pattern in the line is complete 
with 115 pieces — each is the same 
weight—carries the same list price, 
discounts and catalog numbers. 
Manchester silver is produced to sell 
by an alert, unfettered organization 
who have injected new ideas into 
production and distribution of ster- 
ling silver. 
Send for latest catalog illustrating 
the outstanding values in sterling 
hollowware — priced for action and 
profit. 


MANCHESTER 


SILVER COMPANY x 
PROVIDENCE R. I. 





SEC ee a a OME T A, NPR 
Design Patent No. 96710, Issued 8-27-’35 
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CENTURIES OF SILVER SELLING 


Connecticut Tercentenary Exhibit at Hartford 
Tells Story of Development of This Impor- 
tant Industry —Excellent. Display of Clocks 





Oru and new Connecticut silverware, 
telling an industrial story which combines beauty with 
historical interest, was on display at the Silverware and 
Cutlery Exhibit at the State Armory in Hartford from 
Oct. 2 to 12. The exhibit was prepared for the Tercen- 
tenary Exposition, celebrating the 300th anniversary of 
Connecticut, and proved one of the most popular of all the 
displays. 

Eighteen Connecticut manufacturers cooperated, many 
of them lending merchandise, which was exhibited with- 
out the intrusion of the commercial angle, no trademarks 
being permitted in the entire display. Yale University 
loaned the Garvan collection of works by early Connecti- 
cut silversmiths. 

The display was outstanding in its ability to attract 
attention due to the fact that a large mural is hung on the 
wall, illustrating the production and working in silver 
from the mine to the present-day article. This mural is 
50 feet long and 18 feet high and in thought and execution 
is the result of many weeks’ work by Kenneth N. What- 
more and Frank Hopkins. 

The classical beauty of the plain but gracefully shaped 
Colonial beakers and tankards in the Garvan collection 
marked the chronological beginning of the exhibit. The 
hand-wrought beauty of these priceless old pieces found its 
reflection in much of the modern silverplate. 

Another showcase contained examples of coin silver 
spoons by later maker. from 1830 to 1855, together with 
some of the articles manufactured at the same time by 
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small pewter and britannia factories throughout the state. 
Several of the teapots had originally been sold from his 
peddler’s wagon by H. C. Wilcox, who laid the founda- 
tion for the International Silver Company with his forma- 
tion of the Meriden Britannia Company in 1852. One of 
these teapots was made from castings, the body being cast 
in two pieces and soldered together, while the spout was 
cast separately and soldered in position. 

The rapid improvement in silver-plated ware, as it was 
introduced by the Rogers Bros. of Hartford in the early 
1840’s, was emphasized by several of the cake baskets 
made in the mid-fifties on display in the same case. There 
was also a very unusual example of that now rare article, 
the caster. This particular caster was made on the plan 
of a Ferris wheel, its six bottles adjusted in a horizontal 
wheel which revolved to bring the desired bottles into 
position. 

Modern methods in the manufacture of teapots, spoons, 
and knives were also explained, but perhaps the most 
interesting display connected with manufacturing details 
was the complete equipment of the Luther Boardman 
pewter spoon factory, used about 1845 in East Haddam, 
Conn. The metal furnace and the kettle for melting and 
mixing, pouring ladle, bar molds, and spoon molds were 
among the articles on view. Finishing equipment such as 
buffing spindles and buffing wheels were also exhibited. 

It is interesting to note that Luther Boardman was one 
of the largest pewter spoon makers of his time. He was 

(Please turn to page 71) 








An Outstanding EUREKA Value 


Mahogany 
Gift 
Chest 
$1.75* 


Tarnish - Proof 
Velveteen- 
lined. Size: 
15” x II” x 
3”, For Ser- 
vice of 6, 8, 
or 12. 


Holds 26-72 
pe. 
Retail 
Value 


$3.50 


*Solid mahogany chest at $1.75 each when purchased 

with orders totaling $5.00 or over for 

EUREKA NON-TARNISHING ROLLS and BAGS 
24 hour service on all styles and shades 


New CHRISTMAS GIFT ROLLS Are Ready 
Provide attractive wrap for flatware gifts. Rolls are 
white lined, silk trimmed, with Christmas decoration. 


Send for samples and full particulars 
EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Rolls and Bags for leading Silverware Manufacturers. 














CURRIER & ROBY 


217 East 38th St., New York 


MAKERS OF WARES 
OF DISTINCTION 


STERLING 





No. 2545—8 ins. 


REPRODUCTION FROM A LONDON ORIGINAL BY 
JOHN CAFE, DATED 1749 


WE HAVE MANY OTHER 
PATTERNS 
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Paul Revere—Patriot—Silversmith 


(From page 45) 


“The New England Psalm-singer,” which contained sey- 
eral of his engravings. He was one of the “Sons of 
Liberty” of Boston and was very active in the political 
affairs that immediately preceded the American Revolu- 
tion. He was the founder and first president of that 
philanthropic institution known as ‘““The Mechanics’ Char- 
itable Association.” He engraved the seal used by the 
Colony until Massachusetts became a State, when he 
engraved the State Seal, used to this day. 

In 1788 he branched out from his occupation as a gold- 
smith and silversmith and established an iron foundry 
where he cast ironware and cannon. He kept a hardware 
store and his advertisement of it appears in the Boston 
Gazette of March 11, 1771. 

He was a blacksmith and also a dentist and made arti- 
ficial teeth, which art he learned from an English dentist 
who visited and for several months lived in Boston. 

In 1801 he purchased the old government powder mill 
property and made gun powder for this country at a 
time when it was very much needed. 

One of his most important inventions was that of roll- 
ing copper into large sheets. This was done in his factory 
at Canton, Mass., about 1800. At the same time his 
foundry and silver shop were in operation. He secured 
aid from the United States Government to the extent of 
$10,000, which was to be, and later was, taken up in 

“sheet copper. This was the first copper rolling mill in 
the country. 

He furnished two copper boilers to Robert Fulton for 
his steamboats that plied up the Hudson River. He was 
a man of action and, whether with his hand upon his deli- 
cate graver or his foot in the stirrup, he seems to have 
been busy about the affairs of his country. He printed 
from copper plates, which he engraved, the first money 
made in war time and those copper plates are on exhibition 
in the Boston State House. 

His “Sons of Liberty” bowl, which was presented to 
certain patriotic members of the Massachusetts House of 
Representatives, is considered by many as the most famous 
and historically interesting piece of Colonial silver extant 
and the premier piece of silverware in this country. 

Characteristic of his work were tea sets with a series of 
flutes or concave surfaces forming the sides of his pieces. 
The oval shape of his tea pots and sugar bowls and their 
pedestal bases were other special features of his work. 

Many of his pieces seemed to have a slenderness of 
outline which other early American silver workers did 
not embody in their pieces, and his work compares favor- 
ably with English silversmiths of the Georgian period. 
Excellent proportions mark his work as that of a crafts- 
man who was more than usually sensitive to scale and 
perfection of detail. 

He left many pieces of silver that bear eloquent testi- 
mony to his skill as a workman and designer. His work 
ranged from tea pots, urns, tankards and porringers to 
teaspoons, patch boxes, shoe buckles and thimbles. The 
fluted sugar and cream containers were made by the great 
patriot silversmith as a wedding gift for a beautiful 
daughter of an old Virginia family. 

In pioneer days everyone had to be able to change from 
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one activity to another, and Revere seems to have been 
able to do this, for we find he held a high place in Amer- 
ican industries and had many occupations. He was an 
extremely aggressive and resourceful business man. He 
was married twice and each of his wives had eight chil- 
dren. He brought up and educated his large family and 
when he died he left them in comfortable circumstances. 

He died May 10, 1818, aged 83 years, and was buried 
in the Granary Burial Grounds in Boston in the company 
of his former friends, John Hancock and Samuel 
Adams. He was a man for the times, and the times de- 
veloped Paul Revere. 


Centuries of Silver Selling 


(From page 69) 


responsible for many manufacturing improvements. He 
first inserted a wire into the molds for his pewter spoons, 
giving extra strength to the metal cast around the wire. 
He took out a patent on this invention, and on various 
improvements he made in the molds themselves. 

In contrast to the old spoon-making and the early 
attempts at silverplating, the displays of modern silver- 
plate was even more striking. The dazzling finish ef a 
modern tea set, the sophisticated contours of modern flat- 
ware excited great admiration. 

Everyone who visited this exhibit will have an increased 
appreciation of the materials, the manufacture, and the 
artistry of modern silverware when he next sees it in the 
jeweler’s window. 

The Connecticut manufacturers who cooperated in this 
exhibit were: The Blackstone Silver Co., Bridgeport; 
Ellmore Silver Co., Meriden; Gaylord Farm Silvercraft 
Dept., Wallingford; Handy & Harman, Bridgeport; the 
Hobson & Botts Co., Danbury; the International Silver 
Co., Meriden; Landers, Frary & Clark, New Britain; 
Middletown Silver Co., Middletown; the Napier Co., 
Meriden; the Rockwell Silver Co., Meriden; Silver City 
Glass Co., Meriden; the Sta-Brite Products Corp., New 
Haven; Haber & Tibbits, Wallingford; Voos Co., New 
Haven; R. Wallace & Sons Mfg. Co., Wallingford; the 
Wallingford Co., Inc., Wallingford; Weidlich Bros. 
Mfg. Co., Bridgeport; the Williams Bros. Mfg. Co., 
Glastonbury. 

Besides the silverware exhibit there was a compre- 
hensive display of the development of clock making, also 
an industry to which Connecticut has made important 
contributions. Eight clock manufacturers cooperated in 
arranging an exhibit which contrasted the methods of 
clock and watch manufacture of the early days with the 
modern technique of production. Men and women 
workers demonstrated the assembly of many different 
types of timepieces. A colonial setting formed the back- 
ground for a display of old-time hand-made clocks. Man- 
ufacturers who participated in arranging the exhibits were 
as follows: Benrus Mfg. Co., Waterbury; William L. 
Gilbert Clock Corp., Winsted ; Ingersoll-Waterbury Co., 
Waterbury; E. Ingraham Co., Bristol; Lux Mfg. Co., 
Waterbury; New Haven Clock Co., New Haven; Ses- 
sions Clock Co., Forestville; Seth Thomas Clock Co., 
Thomaston. 
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Make this Test 


AND YOU'LL STOP POLISHING SILVER 


Order 3 jars of Silver Baye Place them in one of your best 
show cases along with silver that has just been polished. 
Then note what happens. 


Day after day, week after week, the silver remains bright and 
shiny—looking its most salable every minute—and without 
the slightest attention on your part. One jeweler writes: 
“With your Silver Sentry our silver has now passed 2 months 
without the slightest discoloration.” Another: “Kindly send 
me one dozen Silver Sentry. The samples a in 
January have proven MOST satisfactory.” till another: 
“We have tried your Silver Sentry in our display case and 
found it VERY satisfactory.” 


Silver Sentry is NOT a polish, NOT a ities and is NOT 
applied to silver. It is an odorless compound that absorbs 
the tarnish-causing gases of the air, and thus PREVENTS 
tarnish—PROTE TS your silverware. 


A single jar works effectively for at least 3 months or more 
in the average silver chest or drawer area of 5 x 2 x 2, and 
costs only 50c. For the average showcase or display shelves, 
3 jars are recommended. Send for the 3 jars today and make 
this test. You’ll soon discover why thousands of jewelers and 


leading silverware departments all over the country have 
taken to this product so quickly (over a thousand this past 
month). 


Now carried by all leading jobbers. Order from them or 
from us giving your jobber’s name. 









Columbia Refining Co., Long Island City, N. Y., Dept., C-i! 


Ort make your test. Send me 3 jars of Silver Sentry. 


CPW dened ceed MO ccccccscccse doz. of Silver Sentry, less regular trade 
discount and bill me threugh my jobber. 








eee eee EEE EE EEE EE EEE EEE EE EEE EEE EEE EEE EES 





K & L—wmore than just letters 


K & Lon precious metals is a manufacturer’s unqualified 


guarantee of purity. 


K & L on metals used by manufacturers is a retailer’s insurance 


against inaccuracies in quality markings. 
K & L smelting and refining service is the surest way to get the 


maximum cash return from old jewelry, optical goods, scrap, filings and 


sweeps. 


Kastenhuber & Lehrfeld 24 John St. New York 


Strictly Smelters and Refiners of Precious Metals—NOT Jewelry Manufacturers 


NEW TYP -LOW PRICED 
7-JEWEL LEVER 
-STOP WATCHES 
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Large Guaranteed |) ZZ NE Ww YORK CITY 
Assortment Accurate 
d This modern, 26 story hotel—in the very center of 
for all an 
p 5 dabl Times Square—always attracts a goodly number of 
urposes ependable executives in the jewelry trade. When you come to 


New York, you’re bound to enjoy your stay at the 
Piccadilly. Here, business becomes a pleasure and 
Pleasure Becomes A Business. Reason: 


Within 4 minutes’ WALK of “Radio City,” 69 
theatres, Madison _ Squate Garden and—the 
jewelry district! Finely furnished rooms with 
all up-to-the-minute conveniences (including 60- 
watt bathroom bulbs—great when _ shaving!) 
Rates as low as: 


82-59 

SINGLE 

(Please write for reservations to insure 
choice accommodations.) 











Actual Size 


+ * 
eee2ee2e05"s" 


A standardized product; all parts truly interchangeable. 
Complete stock of parts always on hand for immediate 
delivery. 

Ask for folder No. 8 which illustrates and describes the 
complete line of BRENET stop watches. 


Prompt Deliveries from Stock 


BRENET WATCH COMPANY 
268 West 40th Street New York, N. Y. SS, ew as Ripe ee ho a 
a eaedliaeniininmiadaenaneeianmmeemennenimemmenel 
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A Great Silversmith 
(From page 65) 


that seemed to wind and wind through the crafts of the 
nineties. 

He was so satisfied that what he saw could be accom- 
plished that he forgot self and personal accomplishment. 
In order that his principles of beauty in objects of every- 
day life might be spread, he founded a school where his 
students learned the silversmith’s art and were trained in 
all the finest traditions and ideals of the craft. 

This school, begun 40 years ago, now numbers over two 
hundred pupils who execute his work as well as carry out 
many of their own designs under his sanction. He was 
able to do his work to such a degree that, in later years, 
he could go into the workshop, pick out any piece, examine 
it carefully and say, “This is my work.” 

Curiously, though price was never a consideration when 
choosing a design for production, Jensen shops have long 
been financially successful.. Of course hand wrought Jen- 
sen silverware cannot compete in price with the output of 
our large companies but the ideals of beauty that he held 
so dear have in part been realized in the finer patterns of 
our commercial silver of today. 

To the last Jensen was a tireless worker. 
hundreds of designs awaiting execution. 

In the line in his shops in many of our large cities, as 
well as in all the leading ones of Europe, are over ten 
thousand items. About five thousand of these are pieces 
of table silver of rare beauty and originality of conception. 

His “metallic children,” as he loved to call them, are to 
be found in most of the museums of Europe, including 
the Louvre. The Metropolitan Museum of Art, in New 
York, was among the first to recognize his distinctive art 
and acquired a collection of his pieces in 1922. His work 
is also represented in the museums of Detroit, Newark 
and Boston. 


He has left 


A New Tax Ruling 


The Special Committee on Taxation of the Jewelry 
Industry has received a ruling from D. S. Bliss, Deputy 
Commissioner of Internal Revenue, in regard to stolen 
merchandise. The letter, addressed to the attention of 
G. H. Niemeyer, chairman of tax committee, is as follows: 
“Gentlemen: 

“Reference is made to your letter of September 13, 
1935, requesting the following information in connection 
with the tax on jewelry, etc., as imposed by section 605 
of the Revenue Act of 1932 and section 609 of the Rev- 
enue Act of 1934: 


“*The question is asked as to the status of taxable 
merchandise which might be lost in a hold-up, in the 
event the loss is paid by an insurance company.’ 


“Where a manufacturer, producer, or importer of ar- 
ticles taxable under section 605 is robbed and included in 
the loss are articles taxable under section 605, it is held 
that no tax is due the Government on the amount reim- 
bursed by the insurance company for the loss thereof, for 
the reason that there was no sale of the articles as con- 
templated by the law and the regulations of the Bureau. 


“Respectfully, 
“(Signed) D. S. Buss, 
“Deputy Commissioner.” 
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lustre. Kantor’s Sunshine Silver 
Polish is easy to use, naam © 
minimum amount of rubbing, - 
completely removes every trace 
tarnish and _ discoloration. Sone 
smooth and entirely free from harsh 
abrasives. 
Sell Kantor’s Sunshine Silver Pol- 
ish to your silverware customers 
. they will quickly become cus- 
tomers for this splendid polish, too. 
Order from your nearest wholesaler 
$37.50 gross $3.25 dozen 
$19.00 2 gross $1.80 1/2 dozen 
Resale price 50c 
KLEIN & SON 
Montgomery Ala. 
* 
For use in fours, or in pairs, for table and mantle 
decorations. 
Buddy Vases are heavy sterling, 4” high. They 
are made in six different shapes, and come boxed 
in pairs. To retail at $12.50 per pair. 
New Buddy Vase Folder, showing all six styles, 
upon request. 
| Stlversmiths 
CONCORD 
* 
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by leading manufacturers 
SOLD PROFITABLY 


by leading retailers 


KANTOR’S 
SUNSHINE 
SILVER 
POLISH 


A safe, effective liquid polish that 
restores and preserves a beautiful 
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This Christmas Promotion will 
Ring the Bell. 


TIE-UP this Folder 
with Your Display . 


This newillustrated Chase Christmas folder 
will be a godsend to perplexed shoppers. 
Thirty-one charming, practical gifts, priced 
from 50 cents to $12.50, and every one is a 
“natural” for Christmas giving. 

Order folders ($1.00 per thousand, im- 
printed with store name and address) from 


Chase Brass & Copper Co., Specialty Sales 
Division, 10 E. 40th St., New York City. 


x * All the sifts shown below 





are in the New Chase Folder 


CHASE 


Order your supply of these attractive Chase folders 
now. Distribute them by mail and over the counter. 
Tie-in with a display that features all the items de- 
scribed in the folder. Newspaper mats furnished 
you, too, if you would like them. Result: Satisfied 
gift-seekers and more sales of Chase gifts for you. It 
rings the bell... because it makes gift selection easy. 


CHASE BRASS & COPPER CO. 


Incorporated 


Specialty Sales Division 
Chase Tower - 10 East 40th Street - New York 
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RISTMAS 





ISCOMING 


dd 
re comes but once 


a year,” which may be fortunate for the jewelry gift shop 
proprietor, all things considered. Of course, from a finan- 
cial standpoint, a few more such occasions scattered along 
through the year would not be amiss. We will soon have 
the holiday season with us, with all its attendant rush and 
confusion, and it is up to us to be prepared for it. 

At first thought, judging by the reckless manner in 
which’some people spend their money at this time of the 
year, and the increase in all business in the past few 
months, some jewelers may get the idea that this will be 
a period of frenzied spending without thought or reason. 
Too many jewelers look at it in that light, and reason it 
out thus, “Oh, the public will buy about anything that 
has the holiday appeal to it.’ Accordingly, they stock up 
liberally on a variety of good, bad and indifferent “holi- 
day goods,” give them a good mark-up, and then sit back 
and wait for the profits to roll in. But oftentimes the 
goods don’t seem to move out with a rush, and, as a 
result, a “clearance sale,” at reduced prices, is the after- 
math. This situation is not wholly confined to jewelry 
and other such stores, for some gift shops get into much 
the same predicament. 

All of which Jeads up to the point that, however fren- 
zied and reckless the Christmas shopper may appear, still 
there is “method in her madness.” She is keen and ob- 
servant of several things, among which are the new and 
different items, reasonably priced merchandise, articles 


particularly suited to various people on her gift list, and a . 


comparison of the merchandise, both in general and par- 
ticular, offered by the various shops. 

There is considerable method and “system” in the cam- 
paign that she has embarked upon. This, then, is the first 
matter to be considered: Just any sort of holiday goods 
is not going to please the shopper. Neither are those 
which are cheap and showy and all gotten up with the 
proper holiday flair. Remember that she is wary, this 
holiday shopper. The thing to do first is to try and get 
her point of view. So try to put yourself in the place of 
several of your customers, in varying financial circum- 
stances, and, judging from what you know of them, deter- 
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by R. C. LESLIE 


mine insofar as possible their likes and dislikes. Study 
their previous purchases in your shop to get a general idea 
as to about what sort of holiday merchandise will best 
appeal to them. It is also well to think back over- previous 
holidays and consider, in a very general way, about what 
different lines of merchandise showed the best demand. 

There is probably much of your regular stock on hand 
that can be sold at this season, along with your new holi- 
day stock. And be sure to take advantage of this oppor- 
tunity, for perhaps it may present just the occasion that 
you have been waiting for in order to get rid of some of 
this old stock. It is far better to move it out at this time, 
at the regular prices, than it is to have to sell it at bargain 
prices sometime later. So take special pains in giving such 
stock the very best possible display. Get out everything 
that you have that is suitable for men’s gifts, for most 
every woman seems to have gotten the idea that it is 
difficult to find suitable gifts for men. 

It is assumed that you already have done the bulk of 
your buying of holiday goods, probably when you were at 
the gift shows last summer, or at various other times. 
However, there is always some late buying to be done. 
Do not let that go until the last minute. 

With practically all of your Christmas stock in hand it 
is now time to get the stock out and on display. 

Of course, every one wants to see Christmas decora- 
tions everywhere at Christmas time, especially in the home. 
But in the case of the jeweler’s gift shop we simply must 
keep in mind that it is the merchandise display which is 
of paramount importance and the holiday trimmings must 
be subordinated. If you have your shop so well decorated 
that people come in and: stand around gazing, open- 
mouthed, and exclaiming, “How lovely! How Christ- 
massy!”’ it may be nice, in one sense, but, on the other 
hand, the decorations first catch their eye, anid they over- 
look your merchandise. What you want is to have your 
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Gifts of Distinction 
MODERATELY PRICED 
Your customers will be interested in these NOVELTIES. JUST WHAT THEY 
ARE LOOKING FOR, for those WEDDING and HOLIDAY GIFTS. 
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Beverage Tray of Fine Bevelled Plate Glass } Pas 
In Silver or Blue Mirror ' icity ie 
isin Rncsotcbine IMPORTED CHINA BOUDOIR LAMPS 
9x I 3”—Silver ines $1.50 Each 3509 + aa Gold Lamp with decorated parchment 
9x! ”—Blue - 2.50 " 3161 Assorted colors (green — rose — blue — yellow) 
9x | 6”’—Silver " 2.50 " with novelty parchment shade to match. 
9”x16”—Blue : $9.60 per Dozen 
A. STANLEY BRUSSEL is lineal 
225 Fifth Ave. New York Edward P. Paul & Co., Inc. 
DIRECT FACTORY REPRESENTATIVE (Established 1898) 
1133 Broadway NEW YORK, N. Y. 
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merchandise display strike them right in the face, so to 
speak, as they come through the door. You want them to 
be attracted to your stock instead of the decorations. ‘Thus 
they soon get right down to business in selecting their 
gifts. 

We will go back to the arranging of the merchandise. 
The best plan is to first work out a general scheme. 
Above all, allow plenty of room in which your customers 
may move around. When installing your Christmas dec- 
orations, be frugal with them, but be careful what you 
choose. A few potted poinsettias and holly trees (all 
artificial, if you wish) and a few well-made holly wreaths 
will give the desired holiday air to the place. 

Your show windows must also be dressed for the occa- 
sion. Some jewelers seem to think that if they cram their 
windows full of everything imaginable they have made 
a “big and effective” holiday display. By way of con- 
trast, have but few and varied items in your windows, 
allowing each article plenty of space in which it may be 
shown to its best advantage. 

Here is a suggestion: Have all your displays made on 
or against a gray background. Gray, if of the right tex- 
ture, seems to set off articles in a distinctive way. You 
will find that gray crépe paper, having a very fine crépe 
finish, is excellent for this purpose. Do not put all of 
your holiday merchandise on display at once. Hold some 
in reserve so that when the brisk buying begins you will 
have sufficient merchandise with which to replenish your 
stock. 

Now that you are ready so far as your display is con- 
cerned, the distribution of announcements calling atten- 
tion to your selection of Christmas gifts should begin. 
Elaborate announcements are not necessary, but, on the 
other hand, something distinctive and in keeping with the 
prestige of your business should be prepared. 

Here is merely one suggestion for the text of such an 
announcement: “The Shop will be glad to have you 
keep in mind that it has a varied assortment of carefully 
selected Christmas gift items ready for your inspection, 
including gifts for every member of the family, as well as 
for friends.” 

In your newspaper advertising you can be more specific. 
For instance, one advertisement might suggest “Gifts for 
Mother.” After a few days insert one “Gifts for Father,” 
and continue this, mentioning gifts for all members of the 
family as well as friends. A few days before Christmas, 
insert an advertisement suggesting “Last Minute Gifts.” 
Experience has taught merchants that the demand for 
these last-minute items is always heavy. 

It will undoubtedly be advantageous to devote one 
advertisement to your cards, seals, tags and wrappings. 
Just a few suggestions about handling Christmas card 
business. Most large jewelry shops have this phase of 
their business well systematized, but with the smaller 
shops it is sometimes a problem. Arrange your display so 
as to keep your boxes of cards out of reach. Unless you 
do this they will frequently be strewn all over, besides 
being soiled, torn, lost, and sometimes even stolen. 





Here is a plan used by a large jeweler in New York. 
The sample cards are mounted on sheets of heavy craft 
paper of a convenient size for handling, and every few 
sheets are fastened together at one side. This is done 
instead of fastening all the sheets together. This allows 
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more people to look over the assortment at the same time. 

Underneath each card are printed the number and the 
price, and small tablets of scratch paper with a pencil 
attached are handed to the customers. On these they 
write the numbers and prices of the cards which they have 
selected. It is then an easy matter for the person selling 
the cards to find them in the boxes, which are con- 
veniently near. The only drawback to this plan, I found, 
is that it is necessary to have tables or some place where 
customers can put the sample sheets while they are being 
looked over. 

A better plan might be to mount the sample cards on 
mounting board, with the number and price letter written 
plainly under each card. These could be placed along a 
wall, not too high to be conveniently seen. By placing 
them on the wall the necessity of having tables wiil be 
eliminated. 


Photo Frames in the Gift Department 
By |. Neal Levy 





ANY a jeweler has found that more moderate priced 
items which appeal to a greater buying group com- 
prise the greatest volume of his sales. And by featuring 
such merchandise, his books show a nice profit at the end 
of each month—low inventory and greater turnover. He 
finds that not only do these items add up, but he makes 
regular customers of wandering shoppers who otherwise 
would have never made a point of going into his store. 

There are certain wares which are popularly associated 
with the jewelry store and just a small portion of that 
business is diverted into other channels. There are many 
moderate priced items that rightfully belong in a jewelry 
store, and yet the bulk of these sales are made by the 
department stores and novelty shops. 

What about photo-frames—not the cheap fragile card- 
board frames that are bought to mount the picture of a 
movie star or ball player. I mean those frames which are 
things of beauty, executed by skilled craftsmen in sterling 
silver, gold and silver plate, glass, leather, and designed 
for durability and discriminating tastes—frames that are 
bought to help perpetuate a memory or a sentiment. 

I know a few jewelers who carry these picture frames, 
but they have them hidden away where one can scarcely 
find them. Naturally they never move and are dead 
stock. Now and then a customer who “has looked every- 
where and just couldn’t find the right one” thinks of 
looking for it in a jewelry store. Yet, the department 
stores and novelty shops have a tremendous turnover in 
photo-frames. : 

Here is a market to which the jeweler should have 
long made claim. With his expert knowledge of fine 
metals, glass, leather and quality workmanship, plus his 
experience in gauging the customer’s taste and the elas- 
ticity of his pocketbook, he can offer a unique personal 
service of helpfulness that customers cannot get elsewhere. 
It is a simple matter for the jeweler, if he is intelligent 
and well informed to create an “atmosphere” for his 
frames—to imbue them with romance, beauty and per- 
sonality. Unlike an ordinary salesman, he can explain 
their value and usefulness and create confidence in the 
customer. 

With the new developments in the design and con- 
struction in both the face and the back, the humble photo- 

(Please turn to page 79) 
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NORMA 






uses a new advertising slant 
to send customers into YOUR STORE 


Note the current NORMA Advertisements shown 
above. They’re lively, amusing, entertaining—the 
kind of ads that get read. What’s more, you'll find 
there’s nothing to identify them as “pencil” ads! 
And that’s important, because the public, as a whole, 
considers a pencil a pretty commonplace, uninterest- 
ing article. If we showed a big picture of a pencil 
or used the word “pencil” in the signature, they 
might turn the page and miss the good news about 
this mechanical marvel that writes red, blue, green 
or black—and changes color right in your hand. 


Instead, the illustration catches their eye—the head- 
line whets their curiosity—and before they know it, 
they read a story about NORMA that makes them 
just itch to see this fascinating new pencil and dis- 
cover how it works. 


That’s why these ads will start people all over the 
country looking for the NORMA dealer. And when 
they find NORMA in your window YOU’LL DIS. 
COVER that NORMA is one of those very attrac- 
tive items that SELLS ITSELF! 


Your customers will be among the 35 MILLION 
Magazine Readers who will see NORMA’s nation- 
wide Fall and Christmas Advertising. Get your share 
of this profitable business. Order NORMA NOW! 


CHROMIUM PLATE 

OR SUL ......... $3.50 
ROLLED GOLD PLATE 5.00 
STERLING SILVER... 8.50 
14-K GOLD FILLED.. 12.00 


— BLUE — BLACK — RED — GREEN 


NORMA PENCIL CORP. 
150 Broadway, New York 


Western Representative: FRED L. LEE & COMPANY, 704 Market St., San Francisco, Cal. 








SMART HOLIDAY GIFTS 
. . » FOR EVERYONE 


EVERCRAFT (Write for New Circular) 














No. 5121 CHROME COCKTAIL SET.... $4.40 Set No. 5004 DESK OR 
No.5130 Goblet, $3.90 doz.; No. 5110 Tray, $10.50 doz. ; RADIO LAMP, $24.00 


No. 5120 Shaker, $18.00 doz. Doz. 











No. 5141 CHROME CONSOLE SET.. $5.50 Set 


No. 51099 MARMALADE 
No. 5140 Bowl, $3.00 ea.; No. 5150 Sticks, $2.50 pr. 


JAR AND SPOON, 
$7.50 Doz. 
VISIT OUR PERMANENT DISPLAY IN 
NEW YORK 
Room 617—225 Fifth Avenue 
Manufactured by 


THE EVEREDY COMPANY . FREDERICK, MD. cvencracr 


EXCLUSIVE Ow. COC wttCi“té‘(<( 


—B AG S— 




















ORIGINAL MODELS 


PRICED FROM $22.50 to $72 DOZ. 
MANY WITH ZIPPER POCKETS 


=—F.O.MERZ & CO., Phila, Pa= 


MANUFACTURERS AND IMPORTERS OF 








TRADE MARK 


LEATHER GOODS 
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Photo Frames in the Gift Department 
(From page 77) 


frame has taken on a new significance, namely, the photo- 
frame becomes a protector and a beautiful background for 
the treasured photograph. 

The story of one jeweler I know seems to prove that 
the aggressive dealer can always be progressive. ‘This 
jeweler generally enjoyed a fair volume of business that 
was never exceptional. A salesman, seeking his business, 
suggested featuring picture frames. Careful consideration 
convinced the jeweler of the merits of the idea, and today 
he is doing an enviable business in frames. 

One jeweler’s successful campaign consists of special 
window displays twice a year at graduation seasons— 
which occur around January and June. These displays 
are built around frames which feature pictures of the 
seasonal events and occasions and are effective in stop- 
ping numerous passing shoppers—many of whom are just 
at that time “picture conscious.”” Some of them stop 
in and price frames they notice in the window, and a 
certain percentage remember, return, and frequently buy. 
In addition to this, he makes it his business to have con- 
tacts among the school officials and to obtain from them 
mailing lists of the homes where students are graduating 
and where photographs will be wanted. He also makes 
note of the marriage licenses listed in the daily newspapers. 
To these homes he sends a well planned and timely piece 
of direct mail that embodies that personal touch. Ar- 
riving as it does, just at the psychological time—when the 
desire to perpetuate those proud and tender sentiments 
rules the household—it brings excellent results. 





MODERN CANDELABRA in DUNCAN GLASS 


Gorgeous Candelabra Sets 
Properly Priced For The 
Holiday Trade 


Write today for our special circular illus- 
trating dozens of high-quality, attrac- 
tively priced modern candelabra sets and 
bowls ... merchandise that is sure to 
increase your holiday trade. 


We are in position to make prompt ship- 
ments now in any quantity. Don't delay! 


ACT NOW WHILE STOCKS 
ARE STILL LARGE 
AND COMPLETE 


* 
DUNCAN & MILLER 


Chrysobery! 


(From page 53) 


can trade than are alexandrites or cat’s eyes, and it is 
often confused with the sapphire or similar color. The 
refractive indices of these two gems are so close that they 
might not be easily distinguished on an ordinary gemolog- 
ical refractometer. They may be quickly distinguished by 
examination with the polarizing microscope or sometimes 
by the hand polarizer in the hands of experienced oper- 
ators. 
observations as to whether the stone is uniaxial or biaxial 
—sapphire being a uniaxial mineral and chrysoberyl a 
biaxial one. 

Chrysoberyl is of the orthorhombic crystal system. 
Therefore being optically biaxial has three principal in- 
dices of refraction which are recorded as 1.746, 1.747, 
and 1.755.1. However, the first index has been reported 
as varying between 1.742 and 1.749 and the latter be- 
tween 1.750 and 1.757.2, The amount of its birefringence 
is 0.009, and the sign of double refraction positive. Spe- 
cific gravity of the gem varieties is about 3.73, varying 
from 3.68 to 3.78.2 The hardness on the Moh’s scale is 
814. Fracture conchoidal. The pleochroic colors of alex- 
andrite are red, orange-yellow, and green. 

The principal source of cat’s eye is Ceylon, and of 
alexandrite, Ceylon and the Ural Mountains of Russia. 
Tasmania and Rhodesia are also reported as sources.* 
The yellow and greenish-yellow transparent chrysoberyl 
is found in Brazil, Ceylon, and Rhodesia. 


! Reference Table—GEMOLOGICAL INSTITUTE OF AMERICA. 
2G. F. Herbert Smith—GEV STONES. 
8 Schlossmacher—BAUER’S EDELSTEINKUNDE, 1932. 


No. 111—2 Light Candelabrum 
W/C Prisms—Height 7 in.—Width 91, in. 


Separation by these instruments is possible by’ 








A two-light candelabra with a round base and with a 
large circular piece of crystal rising from it... two 





GLASS COMPANY 


Washington * Pennsylvania arms extend in column effect, with square bobasches 
MANUPACTORERS GF PuME TABLE GaAcswane from which are hung long, triangular cut and wood pol- 
SINCE 1865 ished, imported prisms. 
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For Increased Holiday 


























(Above) Three outstanding pieces in Verlys: ‘Les Canards Sauvages'' (Wild Ducks) 
- beautifully moulded bowl; ''Les Poissons'' (Fish) exquisite jardiniere; and smart mono- 
grammed cigarette case. These are but a few of the wide range of Verlys designs. 


VERLYS OF AMERICA, Inc. 


342 Madison Ave., New York 


Representatives: Midwest: BELLETTE, Inc., 1590 Merchandise Mart, Chicago. 
(save Metropolitan Area): FISK & FISK, INC., 225 Fifth Ave., New York. 
Arkansas and Louisiana: F.A.B. Sales Co., Athletic Club Bldg., Dallas, Texas. 
DEL RIESGO, Rayo No. 2, Dept. No. 4. Pacific Coast: C. W. Bauman, 108 No. Maple 


Drive, Beverly Hills, Cal. 


Atlantic States 
Texas, Oklahoma, 
Havana: B. J. 


Sales... This New and 
Successful Line of 
Luxurious Glassware 


@ VERLYS is the only line of 
French decorative glass made 
in America. 


@ It is the only American line 
featuring French opalescent 
and four other colorings. 


@ The ideal line for fine Jewelry 
Stores. 


@ Write for Catalog and details, 
. 





\ 


Pl 


DECORATIVE 
GLASS 
































Wihite Desk Set 


Genuine COWHIDE Leather 
22K Gold Tooled 





WASHABLE e 


*33. voz 
Sach) 


SIZE 12 x 19 


STATIONERS SPECIALTY CORPORATION 
NEW YORK 


151 LAFAYETTE STREET 











Appropriate Gifts of Genuine 


CATALIN 


Snapshot Frames 


These neat little frames 
supply a long-felt demand. 
The picture is held be- 
tween two pieces of plate 
glass and may be changed 
as often as desired. Bases 
of all frames are black 
with colored supports in a 
choice of green, red, blue 
or white. Also supplied all 
black. A tremendous sale 
item in camera and film- 
developing departments. 
Picture supplied with each 
frame. 





And for a Man, © 


POKER CHIPS 


109 rounded edge, un- 
breakable, genuine 
Catalin poker chips—50 
white, 25 red, and 25 
blue; packaged in a 
handsome gift box. A 
Christmas gift that will 
give a lifetime of plea- 
sure to any man. 


PLASTIK, Inc. 


791 Tremont St., 
Boston. 
N. Y. Showroom— 
Charles S. Loeb, 
225 Fifth Avenue. 
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Retail Jewelers Should Cooperate with National 
Consumer Advertising by Manufacturers 


The continuous cooperation many manufacturers in the 
jewelry, clock, watch, silverware and kindred industries are 
giving to retail jewelers throughout the country, is forcefully 
demonstrated by the growing list of firms in our trade which 
are doing consistent and appealing national consumer adver- 


tising. The campaigns of all these advertisers are not only | 


intended to create a desire for some specific item but to stimulate 
the spending of more of the public’s dollars in jewelry stores. 

These sales appeals, which have been planned carefully and 
thoroughly, represent the expenditure of thousands of dollars, 
largely for the benefit of retailers. When it is realized that 
every reader of any of these messages is a potential customer it 
is certainly proper to assume that those jewelers who cooperate 
will cash in on these national appeals. 

During November and December the scope of many of these 
national campaigns will be broadened and in all of them 
emphasis will be placed on the desirability of choosing 
Christmas gifts from among the articles of beauty and utility 
found in jewelry stores. Jewelers should plan some means of 
tying up with these national campaigns, either in their local 
advertising, window displays, or both. 

The outstanding feature of these advertisements is that the 
gifts shown lend themselves readily to appealing displays— 
the kind that makes the urge to possess highly desirable. Any 
advertisement which does this is certain to create a demand 
which the jeweler should be prepared to supply. 

Virtually every branch of the industry is represented among 
these national advertisers, who are using most of the popular 
and widest read magazines. Included in the list of silverware 
advertisers are the International Silver Co., which also takes in 
Holmes & Edwards Inlaid, 1847 Rogers Bros., and International 
Sterling; Oneida, Ltd., Gorham Mfg. Co., R. Wallace & Sons 
Mfg. Co., the Watson Co., Rogers, Lunt & Bowlen and Reed & 
Barton. 

Among the watch concerns using national consumer maga- 
zines are the Bulova Watch Co., Elgin National Watch Co., 
Gruen Watch Co., Hamilton Watch Co., and the Waltham Watch 
Co. Clocks are being advertised by the Warren Telechron Co., 
Seth Thomas Clock Co., and the Chelsea Clock. 

Others featuring jewelry and varied gift items sold in 
jewelry stores are the Krementz Co., Baer & Wilde Co., Art 
Metal Works, Inc. (Ronson products), Chase Brass & Copper 
Co, W. A. Sheaffer Pen Co., Wahl Pen Co., Chilton Pen Co., 
Parker Pen Co., Josiah Wedgewood & Sons and Kensington, Inc. 





Manufacturers Use Radio to Bring 
Customers Into Jewelry Stores 


Radio, with its universal appeal and its value as a medium 
for popularizing manufacturers’ products, is being used to good 
advantage by some of the leading concerns in the jewelry and 
kindred industries. Numbered among the most consistent users 
of the ethereal waves to carry their messages are watch and 
clock manufacturers and a material supply house, and the 
programs they are presenting have been interesting, informative 
and entertaining. 

These broadcasts are sent out over nation-wide hook-ups and 
are geared not only to popularize the product of the manufac- 
turer using the air but to bring customers into jewelry stores. 
Retailers all over the country are benefitting by these broad- 
casts and the wide awake merchant will gain an advantage 
by tying up these radio programs in some manner with the 
merchandise he has to sell. 

An entertaining program on the air at present is that of the 
Elgin National Watch Co., which is broadcast over 54 coast-to- 
coast stations of the NBC system. This is a half hour presenta- 
tion and is sent out over the air every Friday night from 10.30 to 
Il o’clock, Eastern Standard Time. Two additional stations 
may soon be added to the vast network of stations taking this 
program, known as “The Elgin Watch Campus Revue.” The 
Mills brothers, vocal harmonizers, Art Kassel and his “Kassels 
in the Air” orchestra, Hal Totten, sports broadcaster, and Grace 
Dunn, vocalist, are in the talent line-up for this radio feature. 

The time signals, sent out over the air intermittently through- 

(Please turn to page 83) 
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’ [LLUSTRATING a group of 
SPODE S Spode models, these items 
are of especial interest as they 

are revived from the old Spode 

mould chambers. There hun- 

IMPERI AL dreds of fine moulds such as 
these are carefully stored after 

serving a period of use, then 

brought to light perhaps a hun- 


dred years later, when the 
cycle of styles brings them back into the spotlight. 

This group covers Early Victorian, Directoire, Byzantine 
and Georgian periods. Their charm lies in the deep strength 
of the embossments, their fine artistic style, and the ivory 
tone of the old Imperial body. The mark “Spode Imperial” 
is the old original mark. 


A generous selection of these lovely models is carried in 
New York Stock. 


Send for illustration and prices. 


Spode printed illustrations will be supplied for dealers’ 
use at small cost. 


COPELAND& THOMPSON Inc. 


206 FIFTH AVENUE - NEW YORKCITY 

















nt Onportunity 


for SMART DEALERS 







World’s 
most 


popular 
Radio 


RECORDs 


The Famous KADETTE Jewel wa ky 50 


IS § 
STILL B BREAKING 


Complete Line of ALL 
other KADETTE models with 


ALL METAL or NEW GLASS TUBES 
from $22.50 to $76.00 


DEALERS AND JOBBERS WRITE FOR OPEN TERRITORY 
AND FREE NEW “ACTION” WINDOW DISPLAY 


THE INTERNATIONAL 


KADETTE 


THE INTERNATIONAL NAL RADIO Sonmennen, A ANN vAnBor, MICHIGAN 
Address: DEPARTMENT 35 


AT YOUR SERVICE— 


A New York Buying Association com- 
posed of Retail Jewelers to buy for and 
service Jewelers’ Gift Departments. 











[ wummmes furnishes every service that your own 
buying office could possibly give. 
—tells you where to buy, what to buy, 
how to buy. 
—attends to the prompt execution of all 
gift orders placed, whether large or small, 
and supervises their shipment. 
—furnishes needed information on mar- 
ket trends and conditions, what goods are 
selling, and buying. opportunities that 
offer special advantages. 


AND THROUGH CO-OPERATIVE BUYING BET- 
TER PRICES CAN BE EFFECTED WHICH WILL 
PERMIT SUCCESSFUL COMPETITION WITH 
CHAIN GROUPS AND DEPARTMENT STORES. 


Membership in this association must be selective— 
only one can be accepted from small cities and towns. 
The fee is modest, and based upon population. 


Full information can be had by writing 
THE NATIONAL 


RETAIL JEWELERS BUYING ASSN. 
230 5th AVE., NEW YORK, N. Y. 
RICHARD LESLIE, Executive Director 











Introducing 


RDO LE, 


rs New Gift Pencil for Quick 
Christmas Turnover and Profit 





S 





ENGLAND'S 
Smartest Pencil 
Comes to America 
Carrying 36 in. of lead, 
mechanically perfect, 
*“YARD-O-LED“in 18 kt. rolled 
gold or sterling silver 
is made to retail for 


4 a 
“YARDOLETTE” 


carryingover2feetoflead 
in 18 kt. rolled gold ¢a50 
or sterling silver 4 


Sole Distributors 
for the United 
States of America 


For Full Details, Write 


M M IMPORTING COMPANY 


INCORPORATED 


515 Madison Avenue New York City 





iets New design 
base and clock- 
case of Baja 
California 
WHITE onyx, 
equipped with 
New Haven 
| pullwind clock, 
™ Eversharp Pen, 
and Evans 
Lighter, Chro- 


Same in Baja California 





mium finish, $20 list. 
GREEN onyx, $22 list. 


HILGARTNER MARBLE CO. 
P.O. Bx. 1000, Arcade Station, Los Angeles, California 











PRISMS: 


THEIR USE and EQUIVALENTS 


A book containing a more extended 
knowledge on this branch of re- 
fraction than is contained in works 
on ophthalmology. Price $2.00. 


The Optical Journal and Review 
239 West 39th Street, New York 
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Manufacturers and the Radio 
(From page 81) 


out the day and which are recognized by millions of radio 


listeners, are sponsored by the Bulova Watch Co. These signals | 
have come to be regarded as a fixed feature on the air and | 


have undoubtedly stimulated the public’s interest in watches and 
the value of possessing the correct time. 

The presentation of the Western Clock Co. is a 15 minute 
program sent over the NBC network every Sunday afternoon. 
It features the “Big Ben Dream Drama” and is proving an 
entertaining offering. 

The Gruen Watch Co’s newest air program, “Washington 
Merry-Go-Round on the Air,” is broadcast twice weekly, 
Tuesdays and Saturdays, over the Mutual Broadcasting Co.’s 
national hook-up. This radio program went on the air Oct. 1 
and presents for the first time Drew Pearson and Robert S. 
Allen, authors of the syndicated news column, Washington 
Merry-Go-Round, which appears in more than 300 newspapers 
throughout the country. It is a news broadcast and is attracting 
listeners in all parts of the United States. 

The program sponsored by Swartchild & Co., dealers in watch 
materials and jewelers’ supplies, which went on the air over 


a nation-wide hook-up in September, is distinctly a campaign | 
offered as a service to retail jewelers of the country. This radio | 


advertising to consumers urges the owners of watches to “Have 
your watch examined at least once a year” and is sent over 118 
stations on schedules which are broadcast on Mondays between 
4 and 7 p.m. One program started Sept. 9 and the other Sept. 





16. These broadcasts feature a dramatized sketch stressing the | 


importance of keeping watches in perfect working condition. 


In many of the larger cities throughout the country jewelers | 


are broadcasting localized programs, and while these are 
primarily intended to advertise the merchandise carried by 
these broadcasters, they are at the same time making the public 
more jewelry conscious. 

Millions of listeners will hear the programs of these various 
broadcasters and retailers should be prepared to take advantage 
of the interest they stimulate and the demands they are creating 
for the merchandise and service found in jewelry stores. 





National Watch Inspection Week Created Wide 
Public Interest 


Reports received from various sections of the country indi- 
cate that National Watch Inspection Week, observed from Oct. 13 
to 20, was so highly successful that the United Horological 
Association of America, Inc., plans to make it an annual 
event. Interest ran high in cities where special window dis- 
plays were made, with the result that the industry benefitted, 
not only by the demands created for new timepieces and more 
repairs, but by a keener public appreciation for finer work- 
manship and merchandise. 

While excellent displays were made in many cities, prob- 
ably the greatest enthusiasm was evident in Cincinnati. It is 
reported that crowds attending the cooperative display made 
by the Cincinnati Guild was so large that traffic was often 
blocked and as a consequence police were on constant duty, 
to keep the crowd moving. It was planned to dismantle the 
display, which was made in the windows of the Fifth Third 
Union Trust Co., at 4th and Walnut Sts., at the end of 
inspection week, but the requests from local residents and 
business houses were so great that it was decided to allow the 
exhibit to remain for at least another week. 

Some outstanding displays were also made in Massa- 
chusetts, Connecticut, Oregon, Colorado and many other States. 
Many photographs of these windows were made and it is 
planned by the United Horological Association of America to 
select the best of these for reproduction which will be sent to 
members as a window display service. 

Commenting on this watch event, Orville R. Hagans, execu- 
tive secretary of the United Horological Association of America, 
said: “Those who took advantage of National Watch Inspec- 
tion Week benefitted and they should not allow the public 
interest created by this event to die out. The public is quick 
to forget, but if the interest aroused in keeping timepieces in 
perfect working condition is followed up by window displays 
and other means of attracting public attention, the results will 
be gratifying.” 
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THE 


andoag? 


The Elanbee Plan is a unique merchandising plan 
developed during the past five years for the opera- 
tion of profitable DOLLAR Handbag Departments in 


Jewelry stores. 


GUARANTEED PROFIT WITHOUT INVESTMENT 


The Elanbee Plan guarantees an excellent profit on every 
sale, without capital investment on your part. Mark- 
downs and seasonal carryovers are eliminated. 


PLAN PRODUCES MAXIMUM BUSINESS 


The succe:s of the Elanbee Plan is based on individual 
stock control for each account. At the start of each 
of the six bag selling seasons we supply the newest 
creations. Throughout the season we maintain for you 
a complete stock of the best selling styles and colors. 


SELECTION BY EXPERTS 


Specialists on DOLLAR Bags, our line is recognized 
as outstanding. The Elanbee Plan assures you of 
quality merchandise that will maintain the character 
of your store. The variety and quality of Elanbee 
Bags make them attractive Jewelry store items, even 
in the finer type of store. 


INCREASES STORE TRAFFIC 


83 


Elanbee Bags bring new customers into the store and 
bring them back repeatedly. Many of your customers 
are wearing dollar handbags right now. Why not 
supply this demand yourself? 


Write for Details Now 


ELANBEE 


SALES COMPANY, INc. 


11 COLUMBIA ST. BOSTON, MASS. 

















: 
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EVENING 
BAGS 





Top—No. 6064 

This Solid Rhinestone bag made with 
double handles and zipper running 
across top. Silk lined with mirror 
enclosed. 


To retail for $3.00 each. 


Center—No. 7058 

A vanity frame bag made with tiny 
sequins. Silk lined with mirror in 
pocket. Colors: gold, silver and black. 


To retail for $5.00 each. 


Bottom—No. 8020 
An exquisite pearl jeweled frame bag 
with rope handle made in a combina- 
tion of tiny gold and pearl] beads. 
Silk lined. Colors: gold and white 
and black and steel. 


To retall for $7.50 each. 


Send for Samples 


Large Assortment to Retail 
from $1.00 to $15.00 each 


Kaplan & Gordon Corp. 


6 West 32nd St. ie Bo ke 








Metal Bookends and Statuettes 


HERE are few retail jewelers 

who have a demand for solid 
bronze statuettes or bookends. ‘The 
greatest demand seems to be for the 
medium priced metal bookends or 
statuettes in bronze finish—or one 
of the numerous colored finishes now 
on the market. 

The jeweler cannot just go into 
any show room and pick out at ran- 
dom a bronze piece and expect to 
have a satisfied customer. There are 
numerous things to be taken into con- 
sideration. There is the structure of 
the basic metal upon which the finish 
is put to be considered, as well as 
the artistic line, shape, form and deco- 
ration of the subject in general. Also 
there is the execution of the design 
or details themselves. 

In statues the fine details of the 
face, the hands and the costume have 
to be carefully considered. The gen- 
eral statue design may be very grace- 
ful, but if the features or the hands 
are crudely executed the charm has 
been lost and the customer will not 
fail to notice this. In the case of 
bookends the design upon them must 
be as graceful and charming as the 

(Please turn to page 85) 


ARGENTAL 


The New Light Weight Alloy—Silver- 
like, Non Tarnishing, Strong as Steel 
and Entirely Hand Wrought. 


PRODUCED BY THE 


METALCRAFT GUILD 








An example of our unusual combinations 
with ARGENTAL—Supper Tray with color- 
ful ceramic insert, 16% inches diameter. 


No. 102 as illustrated ............ $10.00 
101 same but without handles 7.75 
TEP CROGBO: TENG ccccccvccces 1.65 


DISTRIBUTED BY 


M. Wille — Art Gunds 


INC. 
230 5TH AVE., NEW YORK 





IPLAYING CARDS 


Exclusive Designs 


Posies—Lyre 
Coachman—Fiesta 
American—Chintz 


36 Decks 
Equally Assorted 


$8.85 


Will retail 2 decks for $0.65 
to 2 decks for $1.25 
Congress Cards—$5.25 per dozen 





Gift Wrap 
Cellulose 
Scotch Tape 
Ideal for 
tyings. 

3 dozen to 


display 
at 


$0.80 


per dozen 


GIFT HEADQUARTERS, INC. 
“Gift House of America” 


303 Fourth Avenue 
New York, N. Y. 














CUCKOO CLOCKS 











Established 1885 


Berger Clock & Novelty Co. 
69-71 Barclay Street 
New York, N. Y. 
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TIMELY GIFTS OF ART 


Featured by 


BETH WEISSMAN 


49 WEST 23rd ST. NEW YORK, N. Y. 


Especially Designed for the 
Jeweler's Gift Department 














18-157—Nest of 4 Cut Crystal Ash Trays 
With Bronze Mounting—$3.00 Set. 


18-156—Nest of 4 Cut Crystal Ash Trays | 


With Bronze Mounting—$3.00 Set. 


18-75—Opalescent Glass, Made in France, | 


Mounted With Bronze, Porce- 
lain Miniature—$9.00 Doz. 


Without 
Doz. 


Permanent Display Rooms 
LEON & EHRICH 


15105 Merchandise Mart 2155 E. 7th ST. 
CHICAGO 




















Comfort .. Luxury . . Safety 


Sensationally new idea in smoking! One of 
the keenest smoking accessories of the 
decade! Introduces the luxury of the bou- 
doir smoke to the average home. Disengages 
the hands so that person can manage hews- 
paper, magazine or novel with complete 
facility, and with safety, while smoking in 
bed. No menace to bed sheets or clothing 
from burning ash, no forgotten butts to 
mar furniture! A convenient bridge acces- 
sory that reduces the attention of the 
smoker to the absolute minimum. The ash 
automatically falls in the tray, if absorbed 
in reading or play. If you fall asleep the 
butt is retained in the catch until released 
by spring-action ejector. 


Solid Brass $7.20 Doz. 
Chrome Plate $8.40 Doz. 
Patents Pending 
HAREM PIPE CO. 
55 EMMETT AVE. DERBY, CONN. 
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Metal Bookends and Statuettes 
(From page 84) 


line or shape of the bookends them- 
selves. So, the jeweler must give 
considerable attention to the execu- 
tion of the details of the design and 
attention to the whole general appeal 
of the article. 

The finish is a matter of taste. 
Not so very long ago finishes were 
in brass, bronze and verde. Today 
polychrome finish has gained in pop- 
ularity. Of course there are many 
who cannot associate color with their 
metal statues and bookends and who 
will only make their purchases in one 
of the three old standard finishes. 
Most manufacturers today offer their 
products in any and all finishes. It 
is wise to carry in your shop all of the 
finishes, not necessarily in each of the 
designs selected, but so that your gift 
department may have all the finishes 
represented. 

Nude figures without a doubt 
have the greatest appeal in either the 


, a | brass, b ish. 
Porcelain Miniature, | Ts, bronze or verde finish. Some 


One Cigarette Rest — $7.20 | 


today in a gold finish are popular 
sellers. Dressed figures, ships and 
animals are many times more appeal- 
ing in the polychrome finish, for the 
color lends a certain enchantment to 
them. 

And now we come to the grades 
of the metal bases. Because the 
bookend is a more popular, or shall 
we say more useful article, than the 
statuette, we shall take up the com- 
position of this item. ‘There are 
numerous grades of metal bookends. 
Some are made with a white metal 
base having a bronze finish either 
plated or sprayed on. There is also 
a glossy black finish with a little 
green corrosion in the hollows, a 
brown finish known as_ statuary 
bronze, a brass or bronze finish that 
requires much more handling and is 
much more expensive and a special 
finish where the bronze is plated and 
tinted with enamel and then _lac- 
quered to protect it. An antique 
metal finish is obtained by brass plate 
and bronze with a greenish brown 
patina over. The bronze and gold 
finish is a combination of bronze and 
brass. Other bases are made of cast 
iron. 

The plated bronze finish has not 
the same tendency to wear off as the 
sprayed finish. The durability of the 
sprayed finish is dependent upon the 


number of times the article is sprayed. 


and 
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and _ polished sprayed again. 








TUBULAR 
WATCH STRAPS HELP 
SELL WATCHES 


WHY? 









Because they are 
more attractive and 
comfortable! 


BE CONVINCED! 


Wear one and you 
will always want a 
tubular strap. 


Made from 


SPLIT-PROOF 
PATENTED 
STITCHED 

TUBING 


Manufactured ONLY by 


A. SAUER & COMPANY 


Factory 


707 GLENN BUILDING, CINCINNATI, OHIO 
New York Office 14 E. 32nd STREET 














These attractive pieces of ornamental china finished 

in gold all over will brighten up the gift depart- 

ment. Decorated in the United States, they are 

offered by Heinrich & Winterling, 49 W. 23rd St., 

in a variety of shapes and sizes, retailing from 
O up. 











For holiday giving, as well as holiday hos- 
pitality, Oneida, Ltd., suggests this two- 
piece silver plated hollow ware game set 
in the “Berkeley Square” design. The knife 
blade and fork tines are stainless steel. 
The retail price of the set is $10. 





Smart design and the initials of the wearer give 
these marcasite brooches desirability as a “per- 
sonal” gift. The stones are set in rhodium- 
plated sterling and are made to order by J. 
Moroch, 125 Canal St., in a price range of from 

$12 to $36 each, retail. 
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“ ~~ Hand sculptured floral deco- 
walt Oger ration is a feature of this 

- new ribbon vase, an import 
of Wm. S. Pitcairn Corp., 
104 Fifth Ave., from the 
Belleek pottery of Ireland. 
The piece stands eight inches 
high and the retail price is 


Brand new is this fashionable “American Girl,” the latest offering in watch designs 
by the Bulova Watch Co. Set with two diamonds this watch retails at $39.75, and 


is available in 10 karat white or natural gold-filled case. 








Genuine stones attractively carved 
and set in solid gold ring mountings 
with shank hand engraved are the gift 
offering of Walter Lampl, 20 W. 47th 
St. Jade, lapis, carnelian, turquoise and 
amethyst are a few of the stones sug- 
gested for rings to sell at $7.50, retail. 


“Count” is the name of this new 
seven-jewel watch suggested by 
the New Haven Clock Co. The 
case is of yellow gold-filled 
plate with a chromium plated 
back. Equipped with a silver 
dial with raised gold numerals 
and a pigskin strap with gold 
plated buckle, “Count” retails 
at $5.95. 





The handy “Penciliter” made by 
Art Metal Works, Inc., Newark, 
N. J., is a novel gift combining two 
useful functions. Besides being an 
automatic pencil it has a lighter 
device in which pressure on a but- 
ton produces the flame, which goes 
out upon release. This popular Ron- 
son product retails at $3.50. 





Brilliant coloring gives this cocktail tray made in Brittany at the 
Quimper pottery outstanding attractive qualities. Depicting a Breton 
peasant scene, the tray is 13 inches by six inches, and is an import 
of Theodore Haviland & Co., 26 W. 23rd St., priced to retail at $3.50. 
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This attractive compact is made in solid 
sterling silver finished with black lacquer, 
with stripes and shield of 14-karat gold. 
Made by the Watson Co., Inc., Attleboro, 
Mass., it has a compartment for loose 
powder, a place for cake rouge in the 


The graceful lines of this four-piece sterl- 
ing silver coffee set by the R. Wallace & 
Sons Mfg. Co. make it a gift of perfect 
taste. The coffee pot is 8% inches high, 
and the waiter has a diameter of 10 inches. 
Finished in lustrous gray, the set complete 
retails at $85; without waiter, at $60. 


Vases in hand cut and engraved crystal have particular gift 

appeal to lovers of beautiful things. Shown by W. E 

Lindemann, 225 Fifth Ave., they are between eight and 
nine inches high and retail in a wide price range. 


cover, a double mirror, and the retail selling 
price is $15. 





This is one of the attractive “dollar retailer” hand- 
bags available from the Elanbee Sales Co., 11 Colum- 
bia St., Boston, in 36 new styles of beaded, silk, 


| The “Hostess” tray, a design of the Everedy 
Co,, leather and novelty bags. 


Frederick, Md., combines novelty with 
beauty and utility. Finished in chromium, the 
tray is light and cannot be broken. The small 
dome is perforated to hold toothpick-impaled 

appetizers. This item will retail at $10. 


| 
| 


This is the “Greenwood Chest” gift set of 26-piece 
service in the “Georgic” pattern of Wm. Rogers & 
Son Silverplate. The chest, which is free, has a green 
leatherette covering, and is lined with white satin 
and prevent-tarnish plush. The set retails at $18.50. 


The “Brandon”—handsome Telechron 
self-starting clock in mahogany and 
hand-rubbed maple case, with gold 
finished bezel. The dial is 5/2 inches 
high, with satin silver finished back- 
ground and gold polished Roman nu- 
merals and gold finished hands. The 
retail price is $12.50. 





Revival of an old Spode 
classic, “Illium’-earthenware 
is smart in brown against a 
rich jasmine glaze. Suitable 
for modern classic, Empire, 
Stunning cultured pearl earrings, plain, or or 18th Century setting, 
set with diamonds, are the suggestion of “Ilium” is an import of 
Leys, Christie & Co., 65 Nassau St. Sets Copeland & Thompson, Inc., 
of these earrings retail from $50 up. 206 Fifth Ave. 











A new, round, seven-jewel lever movement, cased in a 10-karat 


rolled gold plate case set with two diamonds, offered by i 
Aisenstein-Woronock & Sons, Inc., 2 W. 46th St., to retail at e 
$32.50. This attractive lady’s watch is equipped with a Hadley # 
silk cord with gold filled attachments and comes in a presen- " 
tation box. * 


Long strand cultivated pearls provide the retail jeweler 
an item for Christmas gift selling of universal appeal. 
Cultivated pearls in a broad price range are offered by 





K. Mikimoto, 551 Fifth Ave. 





“Duo-Dial” is the name of this smart 8/12 
ligne wrist watch by the Louis Watch Co., 
116 Nassau St. One dial shows hours and 
minutes, the other, seconds. Cased in yellow 
gold plate, with leather strap, it retails at 
$20 with seven jewels and with 15 jewels 





These Swiss peasant figures, hand-carved 
in wood and painted in striking colors 
come three and five inches tall, to retail 








The widespread Carmen vogue of a few years past in a price range of from $2 to $5. The 
accounts for the popularity of these Carmen brace- Berger Clock & Novelty Co., 69-71 Bar- 
lets made by the D. F. Briggs Co., Attleboro, Mass., clay St., imports these picturesque figures. 


to retail from $6.50 to $8.50. Set of bracelet and 





for $24. 


vanity to match sells at $12. 





The “Turner,” 17-jewel movement cased 
in 10 karat filled white or natural gold, 
is the gift suggestion of the Hamilton 
Watch Co. With black combination marker 
and numeral dial shown it retails for 
$37.50, and with rr) gold marker dial 






















Perfect gift for the horse lover is this 
handsome “stirrup” clock offered by Nor- 
man Morris, Inc., 608 Fifth Ave. Standing 
6%4 inches high, it contains an eight-day 
Swiss movement, has a radium dial, and is 
cased with a bright gilt finish and mounted 
on a green onyx base six inches long. The 
tab and strap is of saddle leather. 














This novel glass globe atlas of the world 
has interior illumination which makes the 
finest detail clear and easy to see. A 
latest map is used, identifying 6000 places, 
and the light from the globe will brighten 
an entire room. The suggestion of Herman 
Kashins, 225 Fifth Ave., the atlas retails 
at $20. 


Thirty-four piece service for eight 
in the “Silvia” pattern of 1847 
Rogers Bros. Silverplate—specially 
boxed in the new free “Starlight” 





chest for Christmas gift selling. This heavy sterling silver fruit or flower bowl is rec- 
The chest is available in blue and ommended by the Richard Dimes Co., South Boston, 
silver or red and gold. Retail price Mass. It has a diameter of nine inches, is two and 


of the set is $38.75. a half inches high, and will retail at $25. 
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A gift of taste is the imitation pearl watch attachment, which always adds beauty to the smart watch. 
These bracelets have four strands strung on chain and . — by Jack J. Felsenfeld, 15 Maiden Lane, to 
retail at $7.50. 


Ensemble of engagement and wedding rings de- 
signed with Fleur-de-lis motif and interlacing 
rows of diamonds. Originations of the Bristol 


Seamless Ring Co., 71 Nassau St., the engage- These fascinating ponies are a special import of the 
ment ring, set with 20 diamonds in platinum, Chinese Gems Co., Inc., 20 W. 47th St. Made in 
retails for $68.90 (without center stone), and ; ; genuine Chinese porcelain with a delicate glaze in 
the wedding band, set with 3034 pointers, “Jewel” by name and jewel in ap- various pastel tones, they are available in many poses, 
sells at $85.80. pearance is this three-tube standing three inches high, to retail at $1 each. 

Kadette radio set made by the In- 

ternational Radio Corp., Ann 

Arbor, Mich. Standing 512 inches 

high, 7/2 inches wide, and 334 

inches deep, it is cased in bake- 

lite in a variety of colors with con- 

trasting grille effect in front of 

the speaker. It operates on either 

A.C. or D.C. current, and in wal- 

nut retails at $13.50, all other 

colors, $16.50. 





Holiday gift chest in 
Holmes & Edwards 
Inlaid — curly maple 
finish with coral 
plush and champagne 
satin lining.  Illus- 
trated is a 60-piece 
service for eight in 
. a ee “Guest - of - Honor” This is one of the many fine china figures 

Interest in Russia will win ap- 4 ey) Bias) oie. pattern, to retail at offered by Paul A. Straub & Co., 105 Fifth 

proval for this novel container Aa z ' it om an $71. Ave., to retail in a range from $3.50 to 

for cigarettes, designed in ster- a « s $25. There is a wide selection of these 

ling silver as a miniature samovar = : highly decorated and daintily modelled 

by Currier & Roby, Inc., 217 E. subjects. 

38th St. The piece stands 512 

inches high and will retail 

at $25. 





The gift of a sterling dres- 
ser set in the “April” 
pattern is suggested by the 
International Silver Co. A 
background of a delicately 
ribbed “silk” effect alter- 
nates with panels of floral 
brocade stripes. Hand- 
engraved shields complete 
the design. The set of 
mirror, brush and comb 
should retail at $50. 


A distinctive grain characterizes these attractive leather goods 

combinations of bill fold and key case, Christmas gift suggestion 

of F. O. Merz & Co., Philadelphia. The sets are priced to retail 
from $2 each. 
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For smart table decoration in sets of two and four 
at informal supper or buffet parties, Diana Can- 
dlesticks are especially desirable. Made by the 
Chase Brass & Copper Co. Specialty Division, 10 
E. 40th St.. in polished chromium or copper with 
walnut base, they retail at 50 cents each. 





Always a thrilling gem, this oriental sapphire 

offered by Jerome Richheimer, 608 Fifth Ave.. 

is a rare nine-carat stone enhanced by a jewel 

setting with two baguettes on each side. This 
ring should retail at $3,000. 


y 


The gift of a watch attach- 
ment is practical, inexpen- 
sive, and always welcomed 
by a man. This bracelet is 
a non-corrosive, 1/20 12- 
karat gold filled number of 
the Gemex Co., 170 Thomas 
St., Newark, N. J., and re- 

tails at $5. 
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Of fast moving costume jewelry the 

clip never fails to be a leader. 

Harry C. Schick, Inc., 99 Chestnut 

St., Newark, N. J., suggests this 

smart design executed in white 

metal set with rhinestones, priced 
to retail at $3.95. 


This ivory china service plate 
decorated in the gold bound 
“Rosepoint” pattern, with 
cup and saucer to match, is 
by the Rosenthal China 
Corp., 149 Fifth Ave. The 
service plate sells at $35 a 
dozen. 








Ideal gift for Christmas giving is this eight-day clock of 
new design by the Elgin National Watch Co. With case 
of nickel chromium plate and black figure dial, the 
clock measures 52 inches long by 3 inches high and 
sells at $15. 





The well dressed man will prize the gift of a 

Waldemar chain, made in 1/10 14-karat gold 

filled by the Forstner Chain Corp., 646 Nye 

Ave., Irvington, N. J. The retail price of this 
new and tasteful article is $6. 





“Narcissus” is the name of this small, fashion- 

ably round diamond watch by the Parker Watch 

Co., 580 Fifth Ave. It has a 17-jewel move- 

ment and 20 diamonds are set in the 14-karat 

gold case. The silk attachment is by Hadley. 
Retail price, $75. 


For Christmas giving the set of silver wins long appreciation. 
This three-piece coffee set by the Gorham Co., offered im 
“Marlborough,” new silverplate design, is priced to retail af 
$47. The tray of the same pattern sells at $15. 














Waltham watch, smartly cased by Wadsworth 

in 10 karat gold filled for Buss-Linthicum- 

Thorson, Inc., 35 E. Wacker Drive, Chicago. 

The movement is 7% ligne, and comes with 

seven or 17 jewels to retail in a price range of 
from $35 to $50. 


Always a popular gift, this after-dinner sterling silver coffee set 

by G. H. French & Co., North Attleboro, Mass., has Lenox China 

lining with gilt edges matching dinnerware. Sets of four, six and 
eight in gray moire velvet lined cases retail from $34.50 up. 


For use at the bridge table and in 
the boudoir, this new “Smoker’s 
Robot” automatically collects ash 
and safely retains cigarette butt until 
released by spring-action ejector. 
Made by the Harem Pipe Co., Derby, 
Conn., it retails with a solid brass 
tray at $1, and in chromium plate 
at $1.25 


This is the “Mariner,” sturdy timepiece 
of the Chelsea Clock Co., Boston, cased 
in solid cast bronze and equipped with 
eight-day spring or electric movement 
with ship’s bell strike. This clock comes 
in sizes to retail from $99 to $159.50. 


The “Yale’—decidedly smart and mascu- 
line is this man’s watch made by the 
Gruen Watch Co. The case is yellow gold 
filled and contains a 17-jewel precision 


movement, to sell at $50. 
“Only a Thimble Full” is a novelty drink- 


ing cup made in heavy sterling silver by 
the Simons Bros. Co., 269 S. 9th St., 
Philadelphia. This item is available singly 
in two sizes, or may be had nested in an Omega offers this new man’s strap watch, one of the 
attractive gift case. The cup illustrated is latest models, featuring a distinctive style of numeral. 
1% inches high with a diameter of 13% The movement has 17 jewels, and cased in 14 karat 
inches, and retails at $3. yellow gold-filled, is priced to retail at $50. With 
the new steel case, it will sell at $45. 
This new nine-piece cocktail set 
in cut crystal is the suggestion 
of the Duncan & Miller Glass 
Co., Washington, Pa. The 32- 
oz. shaker has a chromium top, 
and a musical note and rooster 
cutting. Glasses cut to match 
are available with feet of green, 
amber, blue or ruby. Together 
with tray 12 inches in diameter, 
the set retails from $12 up. 


Attractive buckle and belt set 
suggested by.the R. F. Simmons 
Co., Attleboro, Mass., to retail 
at $7.50. The buckle is gold 
filled, with two-tone finish, and 
is handsomely engraved. The 
belt is pigskin lined and double 
stitched with silk and comes in 
black, brown or pigskin leather. 








DON’T TRUST TO LUCK 





t all refiners were alike--you could 
“shuffle’’ their names in a silk hat -- 
and dig in for one. x But why trust to luck? 
The Gilbert Cummins Company has an 
established and envious reputation for = ..uson for 





DOUBLE-BARRELED 
Mail SECURITY ON SWEEPS 


being reliable, dependable and accurate. = — qweupe Gepevtment these 


same high standards of accu- 
facy and service. Skilled work- 
men, scientific methods and ef- 
ficient evaluation assures your 
shipments of the highest pos- 
sible returns. As an added con- 
venience, Cummins offers, 
without obligation on your 
part, a specially constructed 
and designed sweeps container. 
Write for one today! 


Your shipment--regardless of its size or 
whether it is old gold, silver or gold filled 
scrap --gets the full attention and efficient 
handling from Cummins experts. Our 24- 
hour service and highest evaluations 
makes it worth your while to come to 
Cummins --when it comes to old gold. 


























Gi CUMMINS | fe ovation 


REI NIE R ANI A y RS FE i y 5 Ley ig 
| REFINERS AND Assavers WON ADORESS.. ssc e cette: 


\ITINUM 


—— 





ONE NORTH EUTAW STREET, BALTIMORE, MARYLAND (2A McC icc scicscecececicac STATE..........-- 








THE JEWELERS’ CIRCULAR—KEYSTONE 
for November, 1935 














- poeta, “) 
NN | Ps \ 





es). Bere 





(Incutar-[{Erstone 





VOL. 106 


NOVEMBER, 1935 


No. 2 





Subscribers Asked to Start Publicity Work 


Letter Sent Out by Executive Group of Jewelers Publicity Cam- 
paign Urges Immediate Action for Benefit of the Trade 


At a meeting of the Executive Com- 
mittee of the Jewelers’ Publicity Fund, 
held at the offices of the American Na- 
tional Retail Jewelers Association, 522 
Fifth Ave., New York, on Monday after- 
noon, October 21, it was decided to send 
out a letter to subscribers, submitting 
a proposed change in the plan of oper- 
ation of the publicity campaign, which is 
being sponsored by the American Na- 
tional Retail Jewelers Association to cen- 
ter public attention on the purchase of 
jewelry and kindred lines. 

The letter, which is signed by Edward 
Krehbiel, of Black, Starr & Frost-Gor- 
ham, Inc., Kenneth I. Van Cott, Marcus 
& Co.; Wilson A. Streeter, Bailey, Banks 
& Biddle Co.; Charles E. Evans, trea- 
surer, and William D. McNeil, chairman 
of the committee, points out that con- 
tributions from jewelers to the campaign 
have not reached the amount originally 
proposed, but that in the opinion of the 
committee, a sufficient amount is now 
in hand to launch a campaign under 
somewhat changed conditions, and that 
in order to get the program under way 
at once the committee asks for a prompt 
response to a postal card giving consent 
to the change in the operation of the 
campaign, as outlined in the letter. The 
letter asks for a cancellation of the 
original conditions under which  sub- 
scriptions to the first year’s expenses 
were made by subscribers, and the sub- 
scribers are asked to consent to allowing 
the committee to proceed with the funds 
now in hand and subscribed for the 
first year’s operations. 

The letter points out that the prime 
object of the campaign is to publicize 
articles of adornment and ornamental 
ware and that, therefore, the campaign 
should begin immediately in order to 
obtain the benefits of the Christmas sea- 
son. The six months’ campaign, it is 
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pointed out, would carry through until 
after Easter. The committee is of the 
opinion that once the campaign is 
started, that additional subscriptions can 
be hoped for to make the plan a perma- 
nent feature and the committee would 
like to engage professional solicitors to 
that end. 

It was pointed out by Chairman Mc- 
Neil, who is president of the American 
National Retail Jewelers Association, 
that work of great value can be done 
before and during the holiday season, 
and that after the holidays the campaign 
can be continued as the general fund is 
increased. It is felt that if the work is 
delayed at this time that the longer no 
action is taken the more difficult it will 
be to renew interest and obtain united 
support from the industry. 

At the present time the funds total 
$20,458.44, a part of which is subscribed 
to cover a two-years’ operation. It has 
been decided, that if subscribers agree 
to the plan, to begin the radio, news- 
reels, moving pictures, magazines, news- 
papers, fashion shows, etc., as soon as 
possible. 


Mr. McNeil, in discussing the cam- 
paign, called attention to the well-known 
fact that the jewelry business has been 
very sick and that it needs an oppor- 
tunity to cure its ills. He and his com- 
mittee urge all retailers, importers, man- 
ufacturers and wholesalers to subscribe 
to the fund in order to make it again 
fashionable to wear jewelry. The plan 
is devised to help all jewelers, both small 
and large. No paid advertising will be 
used. 

The publicity campaign is in the hands 
of June Hamilton Rhodes, Inc., 366 Fifth 
Ave., New York, an organization which 
has devoted its activities to fashion and 
other promotions for a number of years. 
Mrs. Rhodes has had a wide experience 
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Hoffer-Ashley, Ince., 





in this field. The method of conducting 
the proposed campaign costs much less 
money than direct advertising. 





Annual Corporation Meeting of 
Stockholders of N.E.M.j. & S.A. 


Provipence, R. I., Oct. 24 — The 
annual corporation meeting of the stock- 
holders of the New England Manufac- 
turing Jewelers’ and Silversmiths’ Asso- 
ciation was held tonight in the Biltmore 
Hotel with more than 150 representa- 
tives of the industry from this city and 
the Attleboros in attendance. Following 
a roast beef dinner, the business ses- 
sion was conducted by President Sturgis 
C. Rice, of the Whiting & Davis Co., 
Plainville. 

Officers were elected, with the excep- 
tion of the president, who, under the 
by-laws, will be elected by the board of 
directors within 30 days. Reports of the 
treasurer, secretary, executive secretary, 
Board of Governors and auditor were 
presented, reviewing the activities of the 
past year and showing the association 
to be in an excellent financial and 
numerical condition. 

The only speaker of the evening was 
Past President James V. Toner who, in 
a comprehensive manner, presented the 
problems and procedure involved in the 
Federal Social Security legislation which 
becomes effective Jan. 1, 1936. 

The election of officers following the 
presentation of the nominating commit- 
tee’s report resulted as follows: 

Vice-presidents — Frederick A. Bal- 
lou, of B. A. Ballou & Co., Providence; 
Donald S. LeStage, LeStage Mfg. Co., 
North Attleboro, and Harold E. Sweet, 
R. F. Simmons Co., Attleboro; trea- 
surer—Lewis S. Chilson of J. M. Fisher 
Co., Attleboro, and secretary—Edgar E. 
Baker of W. R. Cobb Co., Providence. 
Directors for three years—Walter A. 
Griffith, R. L. Griffith & Son Co., Provi- 
dence; Dean Baker, Jr., Attleboro Re- 
fining Co., Attleboro; Earl H. Ashley of 
Providence; Ed- 
mund H. Cummings of the General Chain 
Co., North Attleboro; William G. Lind 
of T. W. Lind Co., Providence; Stephen 
H. Garner of Leach & Garner Co., At- 








tleboro; Russell I. Rhodes of the Mason 
Box Mfg. Co., Attleboro Falls, and Got- 
leib Armbrust, Armbrust Chain Co., 
Providence. 

In his report for the Executive Com- 
mittee, Edward O. Otis, Jr., reviewed the 
work of the Code Authority Council 
under the NRA and paid high tribute 
to the Rhode Island School of Design 
for its cooperative work in connection 
with the Bureau for Design Registration. 
In this connection, Mr. Otis spoke at 
length upon the value of this particular 
feature in the NRA code and intimated 
that there was a possibility of its being 
revived under special sponsorship of the 
industry. 

After a general discussion of the Fed- 
eral Social Security Act and an outline 
of the requirements of every individual 
including employer and employee as well 
under the Unemployment Compensation 
Law of Massachusetts, Mr. Toner said, 
in part: 

“The taxes imposed on the employer 
obviously are going to increase prices 
quite substantially. Labor is the prin- 
cipal element in the cost to produce and 
in the cost to sell most goods. The taxes 
imposed on the employer start, in most 
cases, with the raw materials and con- 
tinue through all the various manufac- 
turing and distribution steps up to the 
time the goods are offered to the con- 
sumer. The addition of a tax, starting 
with one per cent and increasing to 
six per cent, to the labor costs in every 
stage of production and distribution will 
result in increased consumer costs... ” 


Former New York Jeweler Sent to 
Federal Penitentiary for 
Concealing Assets 


Leon Leimas, formerly engaged in the 
jewelry and diamond business at 99 
Nassau St., New York, who in July, 1928, 
was indicted on charges of concealing as- 
sets, was convicted in the United States 
District Court, Oct. 4, and immediately 
sentenced by Judge Robert P. Patterson to 
serve two years in the Federal Penitentiary 
at Lewisburg, Pa. 

In May, 1928, Leimas disappeared and 
shortly after an involuntary petition in 
bankruptcy was filed by creditors applica- 
tion was made for the use of the fighting 
fund of the National Jewelers Board of 
Trade. Immediately an investigation was 
started to determine the status of the miss- 
ing man’s affairs and it was disclosed, in 
a report by Louis P. Galenson, C.P.A., 
that Leimas left no assets when he dis- 
appeared but owed in excess of $50,000. 
The results of this investigation were laid 
before a Federal Grand Jury and on July 
26, 1928, an indictment was filed and a 
search started for the missing man. 

It was not until February, 1934, that 
Leimas was traced to Manhattan Beach, 
Brooklyn, where he was finally appre- 
hended by Federal authorities. At the 
trial, which started Oct. 2, the defendant 
stated that finding himself insolvent by 
virtue of what he claimed were heavy 
losses sustained in business he became 
despondent and went to England, and 








later to France, remaining abroad about 
18 months. Later he returned to the 
United States and went directly to Chi- 
cago, where he worked for several years 
and early last year came back to New 
York. 

At the trial, it was developed that 
Leimas had purchased diamonds in ex- 
cess of $30,000 from Jan. 1, 1928, to May 
26 of the same year. It was also testified 
that just before his disappearance the 
jeweler drew all of his cash from the 
bank and discounted notes, which, it was 
charged, were later found either fictitious 
or made by unknown makers. 

The jury, in returning its verdict, recom- 
mended mercy. ‘The prosecution was 
handled by Assistant United States At- 
torney Edward P. F. Eagan, who was 
aided at the trial by Assistant United 
States Attorney William P. Maloney. 





Georg Jensen 


COPENHAGEN, Oct. 2.— Georg Jensen, 
Danish silversmith, died today at the age 
of 59 years. He had a large clientele in 
the United States and an office in New 
York. 





An exhibition of Mr. Jensen’s works 
was held in New York in 1922. The col- 
lection comprised 400 specimens of his 
art and was shown at the Art Centre, 
65 E. 56th St. Following an exhibition 
in Paris in 1920, mostly of hand wrought 
silver, a specimen was acquired by the 
Louvre and Mr. Jensen became a member 
of the Salon. In 1921 his works were 
shown in London under the patronage of 
Queen Mary. His motifs were largely 
flowers and berries. 

Mr. Jensen was one of the leaders of 
the artistic revolution against Victorian 
bad taste. From his school ‘in Copen- 
hagen, he sent all over the world the 
designers and silversmiths who create 
or influence most of-the work in silver 
today. 





George A. Disque 


Erie, Pa., Oct. 16—An illness of 10 
days terminated early yesterday morning 
when George A. Disque, former jeweler, 
died at his home, 336 W. 9th St., this 
city. Mr. Disque, who was 80 years old, 
was until his retirement five years ago 
engaged in business at 10th and State Sts. 

Mr. Disque was born in Powhatan, 
Ohio, and had made his home in Erie for 
60 years. The jewelry business which he 
founded was one of the leading enter- 
prises of this city for a half century. He 
was a Mason, a life long member of the 
First Presbyterian Church and former 
member of the Rotary Club. 

Surviving are his widow, Mrs. Jessie 
Hulbert Disque, one son and two grand- 
children. 


Chicago Jeweler Succumbs to Injuries 
Inflicted by Bandits 
Cuicaco, Oct. 21.—Edward Hodgson, 


retail jeweler at 1554 N. Wells St., died 
today as a result of being beaten and 
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shot at his store on the morning of Oct. 18, 
Mr. Hodgson, who was 71 years old, had 
been sleeping in the store lately because 
of a previous burglary and was set upon 
early as he was opening the store. He 
was unconscious when found and never 
regained consciousness. 

Their home was at 1829 Parkway, 
where his wife resided. She said that 
about $1,000 in money and jewelry was 
taken. Mr. Hodgson was a wearer of 
the coveted Order of the British Empire 
awarded him for services with the 
Y.M.C.A. during the World War. 





Bandit Pair Bind Memphis Jewelry 
Store Employees and Escape 
With Loot 


Mempuis, TENN., Oct. 15.—Police of 
this city are still searching for the two 
armed bandits who early on the morn- 
ing of Oct. 3 walked into the jewelry 
store of S. Friedlander, on Main St. 
bound the manager and a window cleaner 
with wire and then escaped with about 
120 articles of jewelry, mostly rings and 
brooches. The value of the loot has not 
been determined. 

As the bandits walked up to the main 
entrance of the store they shoved a gun 
against the side of the window cleaner, 
who was at work on the store front. 
Marching into the store with their cap- 
tive, the crooks “covered” William 
Roescher, the manager, with a gun and 
then ordered the pair to the rear of the 
place, where they were bound hand and 
foot with wire. Placing their victims 
in a lavatory, where they were ordered 
to remain for five minutes, the thieves 
backed into the store, where they grabbed 
the jewelry and then fled. They disap- 
peared in a crowd of early morning 
workers. It is reported that the loss is 
covered by insurance. 


Sir Frank C. Meyer 


A brief dispatch received from London 
carried the news that Sir Frank Cecil 
Meyer, vice-chairman of the DeBeers Dia- 
mond Corporation, had died Oct. 19, fol- 
lowing a riding accident. Death occurred 
at his home, Ayot St. Lawrence, Hertford- 
shire. 

Sir Frank Meyer was 49 years old. He 
was married in 1920 to the former Majorie 
Seeley and they had one son. 





Prices of Silver Bars 


U.S. 
Government New 
London Assay Seil- York 
Date Official ing Price Official’ 
SS eee 29% 67% 65% 
Sree 29% 67% 65 
i | a 29% 67% 65 
re 29 #5 67% 65% 





Platinum Market 


Platinum prices, as of Oct. 23, 1935, were 
officially quoted as: 


rr eee rr rrr $38.00" 
Containing S% Iridium. ..........cse0 39.00 
Comemememer 1095 EPMNUOR. 6... cc ccsccecs 40.00 
ee ee err rere re 55.00 
ny eran er 24.00-25.00° 
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A.N.R.J.A. Committee Confers With 
Department of Internal Revenue 
Officials on Application of 10 Per 
Cent Excise Tax to Retail Jewelers 


WasHINcTON, D. C., Oct. 23—A com- 
mittee of jewelers representing the in- 
terests of the retail trade of the country 
were in Washington today to discuss 
with officials of the Department of In- 
ternal Revenue the possibility of obtain- 
ing relief from the present method 
adopted by revenue agents in computing 
the tax liability of retail jewelers un- 
der the Revenue Act of 1932. 

It has become a practice on the part 
of collectors, to which most retailers 
strenuously object, to add a 15 per cent 
“overhead” charge to the wholesale value 
of articles “produced” by retailers, thus 
increasing the tax to 11% per cent in- 
stead of 10 per cent, it is held in the 
trade. 

The committee included Wilson A. 
Streeter, president of the Bailey, Banks 
& Biddle Co., Inc., of Philadelphia, chair- 
man; William D. McNeil, president of 
the A.N.R.J.A., and Arthur J. Sundlin, 
retail jeweler of Washington and past 
vice-president of the national association. 


Arthur W. Smith 


BuiossBurG, N. Y., Oct. 12—A heart at- 
tack caused the death yesterday of Arthur 
W. Smith, for many years a jeweler in 
this city. Mr. Smith had spent the morn- 
ing at his place of business and returning 
to his home on Main St. for lunch was 
suddenly stricken and died immediately. 

He was born Nov. 24, 1872, at Chel- 
tenham, England, and, coming to this 
country with his parents as a youth, finally 
located in Blossburg in 1891. He was ac- 
tive in civic affairs. 

Deceased is survived by his widow, 
Mrs. Cora Landon Smith, two daughters, 
a sister and one brother. 








Cease and Desist Order Issued 
By Federal Trade Commission 


WASHINGTON, D. C., Oct. 15—Unfair 
competition in the sale of coupons re- 
deemable in silver or silverware, china 
or chinaware is prohibited by the Fed- 
eral Trade Commission in an order to 
cease and desist issued against Security 
Silverware Distributors, Inc., of Chicago, 
and William C. Steffy and Lorena Steffy, 
as its officers and individually, and also 
the company and the individuals, trading 
as Atlas Globe China Co., Advertising 
Department, and as Bordeaux China Co. 

The order directs that in the sale of 
certificates, coupons or tickets redeemable 
or purporting to be redeemable in china, 
chinaware, silver or silverware, the re- 
spondents cease using the words “Adver- 
tising Department” following the name 
Atlas Globe China Co. and following the 
name Bordeaux China Co., or in connec- 
tion with other names, unless and until 
these parties are connected with or re- 
lated to the companies named. They are 
also to stop representing that they are 
connected with or are agents of the Atlas 
or Bordeaux companies and that these 
companies, because of the expense of ad- 
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vertising in magazines and newspapers, 
have developed the plan presented by 
the respondents of advertising through 
the cooperation of retail dealers in such 
a way that this cooperation would in- 
crease the retailers’ business without cost 
to them and without cost to customers for 
redemption of the certificates, unless and 
until this is the fact and the practice. 
The respondents are directed to forego 
representing that certificates sold by them 
are redeemable in Rogers “1847” silver- 
ware, unless and until this is true. Other 
representations prohibited by the order 
relate to the price and cost of certificates. 





Parole Violator Sent to Prison 
For Pittsburgh Jewelry Theft 


PITTSBURGH, Pa., Oct. 14—Local police 
recently arrested a cocaine addict who, 
according to the authorities, admitted that 
he was implicated in the theft of a quan- 
tity of rings in connection with the smash- 
ing of the William J. Kappel Co. jewelry 
store window Aug. 12. 

The prisoner was on parole at the time 
and the judge sentenced him to jail for 
two and one-half years, covering the bal- 
ance of the parole, and four to eight years 
in addition for the theft. Two of the 16 
rings taken were recovered. Pittsburgh 
police also arrested another man who is 
being held to await the action of the 
grand jury on a charge of receiving. 





Gems Imported During August 


WASHINGTON, D. C., Oct. 14.—Accord- 
ing to a preliminary report just issued by 
the Division of Foreign Trade Statistics 
of the Department of Commerce, the total 
value of diamonds brought into this coun- 
try during August is given as $1,563,577. 
Of this amount rough or uncut gems were 
valued at $353,896, while the cut but un- 
set diamonds were worth $1,209,681. 

Belgium’s imports of cut diamonds to 
the United States during that month to- 
taled $858,132, while the rough or uncut 
gems were valued at $250,699. From the 
Netherlands we received cut diamonds 
worth $345,146 and rough valued at 
$66,157. During the same month glaziers’ 
and engravers’ diamonds amounting to 
$168,480 were brought into this country. 

In the same month we imported pearls 
having a total value of $70,051, while 
rough precious and semi-precious stones 
brought here were worth $1,652. Other 
imports included cut precious and semi- 
precious stones, $87,541; imitation gems 


(except opaque gems), $147,209, and 
opaque stones and _ imitation pearls, 
$1,757. 


C. W. Priesing Elected President of 
The Wahl Co. 


Cuicaco, Oct. 4.—C. W. Priesing has 
been elected president of The Wahl Co., 
succeeding J. C. Parsons, who passed 
away Sept. 14 after a prolonged illness. 

Mr. Priesing came to The Wahl Co. 
in 1931 and prior to becoming president 
served as sales manager and later vice- 
president in charge of sales. 
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Watch and Clock Imports and 
Exports During August 


WasuincrTon, D. C., Oct. 11—The Divi- 
sion of Foreign Trade Statistics of the 
Department of Commerce in its prelim- 
inary figures just prepared indicate that 
during August we imported watch move- 
ments valued at $319,140. The importa- 
tion of watch parts in the same month 
totaled $63,498, while jewels for move- 
ments brought into this country were 
valued at $80,316. As is usual the bulk 
of these imports came from Switzerland. 

For the same month the imports of 
clocks and clock movements amounted to 
$2,991, while clock parts brought here 
were worth $619. 

Our exports during August included 
watches without jewels totaling $22,271; 
jeweled watches, $1,202 and parts of 
watches, $16,282. Also among the. exports 
were mantel, novelty and wall clocks, 
having a total value of $2,926; one-day 
alarm clocks worth $20,817, and other 
clocks and parts, except electric, valued 
at $19,832. 





Look Out for These New 


Counterfeit Bills 

WaSsHINGTON, D. C., Oct. 7.—W. H. 
Moran, chief of the secret service, has 
sent out a warning in connection with 
three new counterfeit bills described as 
follows: 

A $5 United States note of 1928, A 
series, check letter “J”, face plate No. 44, 
back plate number indistinct, probably 
292. 

A $10 Federal Reserve note on the 
Federal Reserve Bank of New York of 
1928 series, check letter “A”, face plate 
No. 9, back plate No. 24. 

A $20 Federal Reserve note on the 
Federal Reserve Bank of New York of 
1928, B series, check letter “I”, face plate 
No. 39, back plate No. 127. 





August Imports and Exports of 
Jewelry and Silverware 


WasuincTon, D. C., Oct. 14—The im- 
ports and exports of jewelry, sterling 
and silver-plated ware for the month of 
August are reported in preliminary fig- 
ures just released by the Bureau of For- 
eign and Domestic Commerce. The gold 
and platinum jewelry brought here dur- 
ing that month totaled $3,377 in value, 
the bulk of this, or $2,724 worth, coming 
from France. All other cheap jewelry im- 
ported in August of this year had a value 
of $17,015. 

Importations of silver-plated hollow- 
ware and flatware during August amount- 
ed to $82,891 in value, while all other 
silver-plated articles, except cutlery, 
brought here were valued at $10,688. 

Our only exports of fine jewelry dur- 
ing August went to Panama, the amount 
being $1,034. The value of all other 
jewelry exported in that period was 
$88,741. 

Sterling silver exports during the month 
amounted to $1,637 and _ silver-plated 
ware, $16,110. All other articles, which 
include gold and pewter, exported in Au- 
gust were valued at $3,529. 











They ‘said it with flowers” at the formal opening of the new home of Sam W. Becker Jewelry Co., 807 
Main St., Houston, Tex. Flowers are from friends. Brochsteins, Inc., Dallas, are designers of the shop. 


International News Photo 


Above—Recently enlarged quarters of the 
Bowen Jewelry Co., 813 Main St., Lynchburg, 
Va., which opened for business in the new 
store Oct. 2. Left—-The “Spirit of St. Louis” 
Aeronautical Medal, voted to the late Will 
Rogers before his death and flown to Mrs. 
Rogers on Oct. 11 by James Doolitle, flyer. 


Below—The safe which cracksmen 

opened recently at the Bowery Diamond 

Exchange, New York, taking loot of 
approximately $10,000. 


International News Photo 


Winning design for a store front—‘‘for a jeweler of international reputation’—in the com- 
petition sponsored by the Beaux Arts Institute of Design, New York. The design is by William 
K. Sturges, Yale University. It has a front of 25 feet, and is 15 feet high. 
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Window Smashers Steal Rings From 
Indianapolis Jewelry Stores 


INDIANAPOLIS, IND., Oct. 8—An epidemic 
of window smashings broke out here early 
this morning, two jewelry stores being 
victims of crooks who escaped with rings 
worth about $2,000. Julius C. Walk & 
Son, 53 Monument Circle, one of the vic- 
tims, lost a ring valued at approximately 
$50, while loot taken from the jewelry 
store of H. H. Mayer, Inc., 42 W. Wash- 
ington St., is reported to be worth nearly 
$2,000. 

The robberies attracted the attention of 
three New York policemen attending a 
convention in this city, who after leaving 
the scene of the Walk robbery noticed the 
broken wixdow at the Mayer store. They 
seized a negro who was standing nearby 
and surrendered him to the local police. 
No loot was found on the prisoner, who 
claimed he was waiting for a street car 
when arrested, but after questioning was 
held on a vagrancy charge pending fur- 
ther investigation. 


Baker & Co. Establish Canadian 
Branch Plant in Toronto 


MonTrREAL, Oct. 14—Baker & Co., Inc., 
of Newark, N. J., refiners and workers 
of platinum and other precious metals, 
are establishing a branch works in To- 
ronto, it was recently announced by H. B. 
Keenleyside, general manager of the 
Toronto Industrial Commission. 

The company has formed a Canadian 
subsidiary, Baker Platinum of Canada, 
Ltd., incorporated under provincial char- 
ter, to carry on the operations, and has 
leased the second floor of the building at 
512 King St. E. for general office and 
work purposes. The procedure of equip- 
ping the plant with rolling mills, presses 
and other machinery is practically com- 
pleted and actual operations are about 
ready to start. 

The products to be made in the new 
plant will include jewelers’ materials of 
platinum, gold and other precious metals 
and dental supplies including precious 
metal wires, sheets, and casting gold. 
Solutions of rhodium for rhodanizing sil- 
verware, developed in the Baker research 
laboratories at Newark, will be made here 
and the refining of precious metals will 
also be done. 








New York Silverware Concern Loses 
$2,800 in Payroll Hold Up 


A well executed payroll hold up in 
which Keystone Silver, Inc., hollow ware 
manufacturer, 460 W. 34th St., New 
York, lost $2,800 was committed Fri- 
day afternoon, Oct. 18, by three daring 
bandits. The robbery was so thoroughly 
planned that the victim, William Green- 
berg, bookkeeper for the firm, was not 
even able to note the license number of 
the car in which two of the thieves made 
their escape. 

Mr. Greenberg had drawn the money 
from a bank at 34th St. and Seventh 
Ave., and as he alighted from a cross- 
town trolley car at Tenth Ave., he was 
warned by a man walking behind him 
that he was “covered.” A sharp object 
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was pressed into Mr. Greenberg's side 
and he was ordered to cross the street 
to a new car standing at the curb in 
front of the building in which the silver 
concern is located. Getting into the car 
the bookkeeper noticed one man at the 
wheel and another walking toward them 
from Tenth Ave. 

Mr. Greenberg was driven around the 
neighborhood and at Ninth Ave., and 27th 
St., was ordered out of the car. As the 
car disappeared toward the south, the 
third robber marched the bookkeeper 
north, warning him not to look back in 
an attempt to get the license number of 
the machine. He was ordered to “keep 
going” while the remaining bandit dis- 
appeared. 





New York Diamond Merchant and 
Son Relieved of Diamonds in Hold Up 


MEMPHIS, TENN., Oct. 9.—It was re- 
ported in this city today that Charles 
Marx, diamond merchant, and his son, 
Stephen J., both of 20 W. 47th St.. New 
York, were held up and robbed of dia- 
monds, three miles north of Tchula, Miss. 





When interviewed by a representative 
of THE JEWELERS’ CIRCULAR-KEYSTONE, 
Charles Marx stated that they were rid- 
ing in their own car from Memphis, 
Tenn., to Jackson, Miss., early on the 
morning of Oct. 9, when they were forced 
off the road by another car. Three men 
were in the bandit car and while one re- 
mained at the wheel the other two re- 
lieved Mr. Marx and his son of the gems. 

It is estimated that $28,000 worth of 
merchandise was taken from Mr. Marx 
and about $7,000 from his son. The en- 
tire loss was fully covered by insurance, 
a representative of this journal was 
informed. 





Brooklyn Jewelers Want Better Police 
Protection During Holidays 


Better police protection for jewelry 
stores during the holiday season was ad- 
vocated at a meeting of the Brooklyn 
Retail Jewelers Association held in the 
Johnston Building, 8 Nevins St., Thurs- 
day night, Oct. 17. The association will 
communicate with police department 
heads in an effort to have a closer vigil- 
ance placed on stores during the next 
two months. 

A close check will also be kept by the 
association members on auction sales 
which usually spring up during the holi- 
day season. The jewelers will insist that 
these establishments observe the auction 
ordinance by closing at the prescribed 
hour and giving a bill to purchasers, 
containing a description of all merchan- 
dise sold. 

It was announced at the meeting that 
the association will hold its 11th annual 
banquet on Sunday night, March 8. 
A selection of a place to hold this affair 
has not been made. Robert Lipton is 
general chairman of the committee ar- 
ranging for the banquet. 

At the next meeting of the association 
on Thursday night, Nov. 14, officers will 
be nominated and elected. 
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Jewelers Pass Examinations of Gem- 
ological Institute of America 

It is announced by the Gemological 
Institute of America that during the 
month of September the following retail 
jewelers passed the examinations and 
ethical requirements as required of regis- 
tered jewelers: 


REGISTERED JEWELERS AMERICAN GEM 
SOcIETY 


PENNSYLVANIA.—Orrin A. Siegfried, Al- 
lentown; Carl W. Appel, Allentown. 

CALIFORNIA.—George C. Brock, S. L. 
Cook, Thomas B. Buchan, Chas. H. 
Terstegen, all of Los Angeles. 

ILLINOIs.—John C. Conlin, Oak Park. 

MASSACHUSETTS.—F. Forest Davidson, 
Boston. 

QUALIFYING CERTIFIED GEMOLOGIST 

The following jewelers have passed 
examinations permitting them to use the 
title Qualifying Certified Gemologist: 

INDIANA.—Guy Swartzlander, Kendall- 
ville. 

FLoRIDA.—Julius M. Kadish, Tampa. 

GRADUATE MEMBER 
Milton H. Herzog, Chicago. 





Charleston, W. Va., Jeweler Thwarts 
Robbery and Captures Bandit 


CHARLESTON, W. Va., Oct 8—The ef- 
forts of an armed stranger to hold up 
and rob the jewelry store of W. T. 
Eisensmith, 809 Lee St., last Friday, were 
frustrated when the proprietor, reaching 
into his cash register, grabbed a revolver 
and surprised the would-be bandit by 
threatening to kill him. Obeying the 
jeweler’s command, the bandit dropped 
his gun and fell to the floor where police 
found him when they arrived in answer 
to an alarm sent in by a negro janitor 
employed in the store. 

The prisoner was identified as a coal 
miner who for the past month had been 
living in West Charleston. He gave his 
age as 55 years. 

According to the police the man entered 
the store flourishing a revolver and first 
attempted to hold up W. T. Schaefer, 
watchmaker, but when the latter told the 
stranger he had no money, the bandit 
turned to Mr. Eisensmith and ordered him 
to turn over his cash. An investigation 
by the police revealed that the revolver 
used by the bandit was not loaded. The 
prisoner was held on a charge of at- 
tempted robbery and carrying a revolver 
without a license. 





Aldrich Cecha 


Omana, Negs., Oct. 14.—Aldrich Cecha, 
jeweler of 1260 E. 13th St., this city, was 
killed Friday in an automobile accident 
near Texarkana, Ark. With the jeweler 
at the time of the accident was his brother, 
Lieut. Commander A. H. Cecha of the 
airplane carrier Saratoga who was in- 
jured. 

The Cecha brothers were en route to 
Alexandria, La., to visit their father, 
when they met with the accident. The 
jeweler’s remains. will be brought here 
for burial. 











LOUIS 
WATCH CO. 
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Latest Watch Specialties For Fall 
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No. 719/20 734 L—14K —17 
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No. 88 Ladies 
7 Jewel 10 K rolled gold plate $7.50 
15 Jewel 10 K rolled gold plate $9.25 





No. 2001 Gents 
7 Jewel 10 K rolled gold plate $7.50 
15 Jewel 10 K rolled gold plate $9.25 


Exact Sizes Shown 


LOUIS WATCH CO.., Inc. 


116 Nassau Street, New York 


Factory: Bienne, Switzerland 
Sales Representatives 


EAST 
L. A. FRANK, Sales Manager 
ae a COAST MIDDLE WEST 


Diamond Geo. W. Lossau 
SOUTH NEW YORK CITY 
Chas. Navis Irving Levy 











Members of Maiden Lane Historical 
Society Enjoy Beefsteak Dinner 


The beefsteak dinner at the Maiden 
Lane Historical Society held on Tuesday 
evening, Oct. 15, at the Hotel Warwick, 
65 West 54th St.,. New York, was one 
of the most enjoyable affairs that has 
been held in the New York jewelry trade 
in some time. In past years the annual 
gatherings of this organization have in- 
stanced the dedication of tablets in the 
Maiden Lane district marking historic 
spots in that locality. The dinner on 
October 15 was much less formal but 
was enjoyed by all who had the pleasure 
to be present. 

Following a social half hour during 
which appetizers for the approaching 
feast were served, the dinner got under- 
way with President Henry Abbott and 
other officers of the organization at the 
head table. The reputation of the War- 
wick for its beeksteak and lamb chops 
was fully maintained and after the mem- 
bers of the association had donned paper 
caps and aprons, they did full justice to 
the delicious food served. 

Following the serving of the dinner, 
President Abbott made a short address 
calling attention to previous meetings of 
the organization and then introduced the 
historian of the Society, Albert Ulmann, 
who in his usual pleasing manner, com- 
mented upon this and previous gather- 
ings, told the members of the organiza- 
tion of some of the honors which have 
been bestowed upon President Abbott and 
praised Edwin H. Dean, secretary-treas- 
urer, for his splendid work in building 
up the membership of the society. Secre- 
tary Dean’s report included the addition 
of the following new members: J. Warren 
Alford, William Allison, John W. Brant- 
man, J. L. Bennett, Chas: H. Conant, 
Arthur E. Darby, P. Irving Grinberg, 
William Gruner, Geo. H. Hodenpyl, Jr., 
Alexander Hyman, Clifford L. Lamont, 
Wm. G. Lenhart, R. C. Linthicum, Nor- 
man M. Morris, Julius Raunheim, Joseph 
Rosenberg, Louis A. Schwab, Chas. W. 
Sommer, John A. Sommer, Geo. H. Tomes, 
H. Russell Williams, W. L. Washbourne, 
Frank J. McCormack, Robert Quayle and 
Frank J. Hattenback. The names of the 
new members were read out and they 
were asked to stand and as their names 
were called, each was applauded. 

Then came an interesting feature of 
the after-dinner program. It was the 
announcement of the names of mem- 
bers of the Maiden Lane Historical 
Society who have been in the Maiden 
Lane district for a long period of years. 
All of those listed below were pres- 
ent at the dinner; the dates running 
from January 1871 down through the 
years to and including 1904. The list 
is given herewith with the date when each 
one of the members first became a mem- 
ber of the jewelry trade in the Maiden 
Lane district: 1871, Henry Abbott, Geo. 
H. Hodenpyl, and Hiram A. Bliss; 1872, 
M. D. Rothschild; 1876, Jos. Frank; 1877, 
A. L. Brown; 1879, Zack Oppenheimer and 
Elmer Wood; 1881, W. I. Rosenfeld, and 
Albert Ulmann; 1883, H. C. Barthman 
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and Otto Wormser; 1886 Lee Reichman; 
1887, F. T. Sloan; 1895, E. H. Dean, and 
1904, Maurice. Tishman. 

Following the reading of these names, 
the after-dinner entertainment features 
provided by the committee in charge 
began. The entertainment was of a high 
standard and included a fine singer, a 
very clever magician and a mind reader, 
all of whom gave excellent performances, 

The dinner broke up about 10:30, 


American Gem Society Study Group 
in Cleveland Names New Leader 


CLEVELAND, OHIO, Oct. 9—The first 
meeting of the students of the American 
Gem Society and the Gemological Insti- 
tute of America in the Cleveland region, 
to be conducted under the auspices of the 
Cleveland Guild of the A. G. S., was held 
here Sept. 27. 

The study group has secured the servy- 
ices of a new leader, Professor Richard 
L. Barrett, head of the Mineralogical De- 
partment of the Case School of Applied 
Science. Future meetings of the study 
group will be held in the laboratory of 
the institution on the fourth Friday of 
each month. 


Fayette P. Scofield 


Newark, N. J., Oct. 10—Fayette P. 
Scofield, 170 Roseville Ave., and mem- 
ber of the Bliss-Scofield Corp., manufac- 
turing jewelers, 412-14 S. 14th St., this 
city, who died last Sunday, was buried 
yesterday. Death followed an illness of 
three weeks. 

Born in Vermont in 1867, Mr. Scofield 
was taken when a child by his parents 
to North Attleboro, Mass., where he was 
later educated and also learned the 
jewelry business. While a young man 
he came to New York as a salesman and 
about 1900 established a jewelry manu- 
facturing business of his own, which was 
continued under the name of F. P. Scofield 
& Co., until 1931. In that year an asso- 
ciation was formed with Clarence S. Bliss 
under the name of the _ Bliss-Scofield 
Corp., in which Mr. Scofield was active 
until his death. 

He was for many years a member of 
the Jewelers 24 Karat Club and the 
Maiden Lane Historical Society of New 
York, a founder member of the Newark 
Athletic Club and was also affiliated with 
Kane Lodge, F. and A.M., and Damas- 
cus Commandery. 

Surviving are his widow, Mrs. Emily 
Pond Scofield, and three sisters. 


Norman A. Schweeting 


OxrorD, OHIO, Oct. 7.—Norman A. 
Schweeting, jeweler of this city, who died 
Saturday, Oct. 5, after an illness of one 
year, was buried yesterday in Green- 
wood Cemetery. Funeral services were 
conducted by the Rev. J. L. Thome, pas- 
tor of the United Presbyterian Church. 

Mr. Schweeting was 52 years old. 
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Johnstown Jewelers Association 
Elects Officers—May Organize 
Tri-County Group 


JoHNSTOWN, Pa., Oct. 10—Members of 
the Johnstown Jewelers Association, meet- 
ing recently at 511 Main St., this city, 
elected officers and considered plans for 
extending the scope of their activities to 
Cambria, Somerset and Indiana Counties. 
The organization will launch a member- 
ship drive and if, after every jeweler in 
the three counties has been contacted, re- 
sults warrant the step, the work of the 
association will be broadened to take in 
this new area and the organization will 
be renamed the Tri-County Jewelers As- 
sociation. 

Clarence B. Ruff was elected president 
to succeed Howard Rothstein. Among 
other officers named were Thomas J. 
Apryle, Jr., vice-president; Russell Char- 
kins, secretary; A. M. Slutzker, treasurer, 
and Thad B. Reese, Merle Leighty, Paul 
Hirst and James J. Tracy as members 
of the executive committee. The appoint- 
ment of standing committees will be made 
later. 


_——_—. 


Honorary Memberships Issued by 
United Horological Assn. of 
America 


St. Louis, Mo., Oct. 10—The United 
Horological Association of America re- 
cently announced the appointment of sev- 
eral new members to its advisory board 
and the granting of two honorary mem- 
berships in the organization. 

The new selections on the advisory 
board were named by Chairman W. H. 
Samelius and approved by the executive 
board and include S. P. Dayton, Los An- 
geles, Cal., technical editor of the Pacific 
Goldsmith, and J. I. Hansen and Wolf C. 
Hansen, both of Denver, Colo. 

The honorary memberships, the first 
two to be issued by the national associa- 
tion, were granted to Howard D. Schaef- 
fer, vice-president of the Elgin National 
‘Watch Co., for his outstanding interest 
in and assistance given to the organiza- 
tion, and to Henry Ford, head of the Ford 
Motor Co. The latter was honored for 
the interest he has shown in the asso- 
‘ciation’s educational features and for the 
‘cooperation and support he gave in stag- 
ing the recent Time Hall display. 





Unfair Use of Name Sheffield 
Alleged 


Wasuincton, D. C., Oct. 16—Unfair 
‘appropriation of a well established trade 
name is alleged in a Federal Trade Com- 
mission complaint issued against Interna- 
‘tional Sheffield Works, Inc., of New York 
‘City, a manufacturer of silver-plated hol- 
low ware for sale to jobbers and retail 
jewelry stores. 

According to the complaint, use of the 
‘name “Sheffield” in this company’s cor- 
porate name has a tendency to deceive 
‘buyers into believing that its products are 
“Sheffield,” when in fact they are not 
manufactured in accordance with the 
Process used in making Sheffield silver or 
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silver plate, nor are they manufactured 
in Sheffield, England. 

The complaint points out that the name 
“Sheffield,” as applied to silverware at 
the present time, implies a quality and a 
value peculiar to the Sheffield copper- 
rolled plate itself, as well as to the proc- 
ess itself, and that the term “Sheffield” is 
a representation thereof.. 

The respondent is given until Friday, 
Nov. 15, to show cause why the Com- 
mission should not issue against it an 
order to cease and desist from the repre- 
sentations alleged. 


Newly Organized Chapter, American 
Gemological Society Holds 
First Meeting 


Cuicaco, Oct. 2—The first meeting of 
the Metropolitan Chicago Chapter of the 
American Gemological Society was held 
yesterday at which time Dr. A. J. Walcott, 
of the Field Museum, gave a talk on 
“Crystallography.” Points in his talk 
were demonstrated with crystals and 
models. The next meeting will be on 
Nov. 5 when the subject for discussion 
will be “Synthetic Stones.” 

This chapter of the society was formal- 
ly organized last month at which time 
a constitution and by-laws were approved 
and following officers elected: H. Paul 
Juergens, Juergens & Andersen Co., presi- 
dent; George A. Arbogast, Arbogast & 
Holdorf, vice-president; Hans J. Bagge, 
J. Milhening, Inc., secretary, and Earl C. 
Luscomb, C. D. Peacock, Inc., treasurer. 





New Enterprises 


L. R. O’Bryant has engaged in the re- 
tail jewelry business at Holly Springs, 
Tenn. 

Alvin Truax until recently located in 
California has started a jewelry and 
watch repair establishment in Verndale, 
Minn. 

The Woods Credit Jewelers, Inc., have 
established a store at 284 Fulton Ave., 
Hempstead, L. L., N. Y. 

Morris and Jack Kastan are the owners 
of a new jewelry store opened recently 
at 823 Main St., Lynchburg, Va. 

A retail jewelry store has been opened 
at 110 Main Ave., S., Twin Falls, Idaho, 
by Joseph and Lee Evans who will oper- 
ate under the style of Evans Bros. 

I. Gottlieb, who until his retirement 
several years ago because of ill health, 
operated a retail jewelry store in Lake- 
wood, N. J., has returned to the jewelry 
business and recently opened an estab- 
lishment at 110 Clifton Ave., Lakewood. 





Beware of Fountain Pen Repairer 
Who Steals Gold Nibs 


Fountain pen dealers throughout the 
east have been victimized by an ingeni- 
ous thief who represents himself as the 
employee of leading fountain pen com- 
panies and offers to repair fountain pens, 
but who, as a part of the process, steals 
the 14 karat gold pen points. 

He has appeared in many cities in the 
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east, most recently in Buffalo, accom- 
panied by an elderly gentleman, traveling 
in a light coupe. Dealers in fountain 
pens should notify the authorities of the 
possible visit of the thief so police may 
be on the lookout for him. 

He is described as a man of 25 years, 
with dark eyes, dark hair, dressed in a 
blue suit, and introduces himself by stat- 
ing that he has been hired by leading 
fountain pen companies to investigate 
their stocks and if there are any needing 
repair he does so without cost. All deal- 
ers upon whom he has called report that 
he does the job splendidly, but when they 
go over the stock afterward they find that 
the 14-karat genuine gold nibs are missing 
and inferior ones with little or no gold 
content have been substituted. 





STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACTS OF CONGRESS 
OF AUGUST 24, = AND MARCH 3, 


OF THE JEWELERS’ CIRCULAR-KEY- 
STONE, published monthly at Philadelphia, Pa., 
for October 1, 1935. 


State of Pennsylvania } ia 
County of Philadelphia . 


Before me, a Notary Public in and for the 
State and county aforesaid, personally appeared 
P. M. Fahrendorf, who, having been duly sworn 
according to law, deposes and says that he is 
the Business Manager of the JEWELERS’- 
CIRCUAR-KEYSTONE and that the following 
is, to the best of his knowledge and belief, a 
true statement of the ownership, management 
(and if a daily paper, the circulation), etc., 
of the aforesaid publication for the date shown 
in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of 
March 3, 1933, embodied in section 537, Postal 
Laws and Regulations, printed on the reverse 
of this form, to wit: 

1. That the names and addresses of the 
publisher, editor, managing editor, and busi- 
ness managers are: Publisher, Chilton Co. Inc., 
Chestnut & 56th Sts., Philadelphia, Pa.; Editor, 
A. Merchant Clark, Haworth, N. J.; Managing 
Editor, none; Business Manager, P. M. Fahren- 
dorf, 19 Tunstall Rd., Scarsdale, N. Y. 

2. That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and 
also immediately thereunder the names and 
addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If 
not owned by a corporation, the names and ad- 
dresses of the individual owners must be given. 
If owned by a firm, company, or other unin- 
corporated concern, its name and address, as 
well as those of each individual member, must 
be given.) Chilton Company, Chestnut & 56th 
Sts., Philadelphia, Pa.” Stockholders in excess of 
one per cent—John Blair Moffett, 1608 Walnut 
St., Philadelphia, Pa. 

3. That the known bondholders, mortgagees, 
and other security holders owning or holding 1 
per cent or more of total amount of bonds, mort- 
gages, or other securities are: (If there are 
none, so state.) None. , 

4. That the two paragraphs next above, giv- 
ing the names of the owners, stockholders, and 
security holders, if any, contain not only 
list of ees -_ ry Lewerany be ow 
a r upon the of the company ‘ 
in ca where ps ———, or security a 
appears upon the Ss of company 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting, is given; also that the 
said two paragraphs contain statements embrac- 
ing affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, 
hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant 
has no reason to believe that any other person, 
association, or corporation has any interest 
direct or indirect in the said stock, bonds, or 
other securities than as so stated by him. 

5. That the average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid sub- 
scribers during the twelve months preceding the 
date shown above is (This information is re- 
quired from daily publications only.) 

. P. M. FAHRENDORF, 

(Signature of as publisher, business 
manager, or owner. f 

ee to ane eee before me this 25th 
day of September, s 
[SEAL] JOSEPH W. FRITZ 

(My commission expires Feb. 19, 1939.) 




















Special Order Work! 
Jewelry Repairing! 
Diamond Setting! 
Stone Cutting ! 
Engraving! 
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Let Us Reproduce 
Your Antique Jewelry 


DESIGNS 
FURNISHED UPON REQUEST 
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Articles Shown 
in This Advertisement 
Carried in Stock 








The House of Quick, 
Reliable Service on 
All Jewelry Work 


A. SAUER & COMPANY 


707 GLENN BUILDING 
CINCINNATI, OHIO 

















F. A. Ballou Honored at Dinner by 
Former Code Authority Associates 


PROVIDENCE, R. I., Oct. 12—A testimonial 
dinner was tendered tonight at the Bilt- 
more Hotel to Frederick A. Ballou, of B. 
A. Ballou & Co., by former associates on 
the NRA Code Authority of the Medium 
and Low-Priced Jewelry Industries. Pre- 
ceding the dinner a business meeting was 
held at which the affairs of the Code 
Authority were brought to a close. 

It was stated that the proposal to re- 
organize under a voluntary code was not 
discussed, but it is understood that a meet- 
ing may be called later at which such a 
proposition would be the principal topic 
of discussion. 

Mr. Ballou, who served as chairman of 
the Code Authority from the day of its 
inception until its abolition by the United 
States Supreme Court, was the recipient 
of numerous encomiums from his former 
associates on his work on the board. Leo 
Krussman, of New York, who officiated as 
toastmaster, presented the guest with a 
valuable gift on behalf of the members of 
the board. 


Bandits Escape After Robbing Fort 
Wayne, Ind., Jewelry Store 


Fort WAYNE, IND., Oct. 18—While alone 
in his store last Tuesday night, Walter 
H. Strasburg, of Strasburg Bros., jewelers, 
2302 John St., this city, was held up by 
two bandits who rifled the safe and a dis- 
play case of rings and watches reported 
to be worth $3,700, and the cash register 
of $300. The bandits escaped in an auto- 
mobile. 

When the thieves entered the store Mr. 
Strasburg was seated at a repair bench, 
but was immediately ordered to the rear 
of the place where he was commanded 
to open the safe. After the safe had been 
opened the bandits removed several trays 
of rings and then proceeded to rifle the 
cash register. Unnoticed by the bandit 
pair, Mr. Strasburg walked out of the 
store through a rear door and called the 
police. Before the officers arrived the 
crooks had gathered their loot together 
and fled. 





Jewelry Workers Employed by Mem- 
bers of Platinumsmiths Return to 
Work Without Agreement 


The employees of the high grade plati- 
num jewelry manufacturing concerns of 
New York, comprising the membership 
of the Platinumsmiths, manufacturers’ as- 
sociation, of which Jacob Mehrlust is 
president, returned to work on Monday, 
Oct. 14, after having been on strike since 
July 18. While the two other groups of 
manufacturers in the New York trade, 
the Jewelry Crafts Association and the 
Associate Jewelers, Inc., signed agree- 
ments with the International Jewelry 
Workers Union on Aug. 15, the men 
returning to work the next day, the 
members of the Platinumsmiths refused to 
take part in any negotiations as Jong as 
the agreement proposed contained any 
reference to a closed shop. 

Mr. Mehrlust told a representative of 
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- and three daughters. 





THE JEWELERS’ CIRCULAR-KEYSTONE that 
work had been resumed in about 24 shops, 
involving the reemployment of 280 mep, 

According to Leon Williams, manager 
of Local No. 1 and vice president of the 
International Jewelry Workers Union, 
although the men decided to return to 
work without an agreement of any kind, 
they will remain members in good stand. 
ing with the Union. He said that severa| 
of the manufacturers had signed individ- 
ual agreements prior to Oct. 14, the 
provisions of which were substantially 
the same as the one made with the Jewelry 
Crafts Association, Inc., and the Associate 
Jewelers, Inc. 


Amos W. Huggins 


San Francisco, CAuL., Oct. 12—Amos 
Williamson Huggins, for more than 30 
years president of A. I. Hall & Son, Inc, 
San Francisco wholesale jewelers, and 
probably the most distinguished man in 
the Pacific Coast trade, died at his home in 
Berkeley, yesterday, after an illness of 
several days. 

Mr. Huggins was born in St. Peter, 
Minn., on March 24, 1863. At the age of 
12 he came to California and for a time 
lived in Oakland but had been a resident 
of Berkeley for the last 55 years. 

Mr. Huggins became associated with A, 
I. Hall & Son, Inc., in 1883. He became 
president of the company on the death of 
Mr. Hall about 20 years later and con- 
tinued with the firm in that capacity until 
he resigned a few months ago. He always 
had the welfare of the trade at heart and 
was highly respected in the industry. 

At the time of his death, Mr. Huggins 
was on the executive committee of the 
National Wholesale Jewelers Association, 
and a member of the board of directors 
of the Jewelers Building Co. He had pre- 
viously served as president of the San 
Francisco Wholesale Jewelers and Silver- 
smiths Association, as well as chairman 
of the western board of directors, National 
Jewelers Board of Trade. 

Mr. Huggins was a descendant of John 
Alden and Priscilla Alden. Mr. Huggins’ 
grandfather moved west to Minnesota as 
a missionary among the Indians and lived 
there until his death. His son, A. W. 
Huggins’ father, worked on his own farm 
and was a teacher among the Indians. He 
was killed by the Indians in a massacre in 
the latter part of 1862, only a few months 
before A. W. Huggins was born. His wife 
was rescued by friendly Indians and re- 
turned to civilization in the early days of 
63. 

Mr. Huggins is survived by his widow, 
Mrs. Mary A. Huggins, and by two sons 
They are Theodore 
Huggins of San Francisco; Prof. Maurice 
Huggins of Johns Hopkins University, 
Baltimore, Md.; Dorothy Huggins and 
Mrs. Melville H. Radke of Berkeley, and 
Mrs. G. Stephen Perkins of Chico. He 
also leaves six grandchildren. He was 
the brother of Eletta Huggins, Charles 
Loyal Huggins, James N. Hanthorn and 
Mrs. Elroy Gallaher. 





The remodeled store at 1066 Argyle St., 
Chicago, has been opened as a retail 
jewelry establishment by Milton Pink. 
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D. Waverley Dingwall 


WInnireG, CAN., Oct. 16—A leader in 
the retail and manufacturing jewelry 
business in Winnipeg, D. Waverley Ding- 
wall, 54, was found dead in bed at his 
home here today. Death was due to a 
heart attack. Mr. Dingwall was in ap- 
parently excellent health when he left 
Birks-Dingwall, Limited, of which organi- 
zation he was president, last night. 

He was born in Port Hope, Ontario, 
1881, and was brought to Winnipeg by 
his parents the following year. 





Thomas Ware 


Kansas City, Mo., Oct. 11—Thomas 
Ware, for 55 years associated with the 
jewelry business in this city, died last 
night at his home 3926 Warwick Boule- 
vard. Death was caused by pneumonia. 

Mr. Ware came here from Marblehead, 
Mass., in 1880, and with his father-in- 
law opened:a jewelry shop at 920 Main 
St. His present establishment is located 
at 1005 Walnut St., where his sons, 
Thomas M. and Herbert E., have been 
associated in business with him for 15 
years. Mr. Ware was 74 years old at the 
time of his death. 

Survivors are his widow, Mrs. Nannie 
R. Ware, a daughter and six sons. 





Joseph Kern 


WILMINGTON, DeL., Oct. 7.—Joseph 
Kern, reputed at the time of his retire- 
ment three years ago as the oldest jeweler 
in Delaware, died Oct. 3 at the age of 
97 years. He was buried yesterday in 
Riverview Cemetery following funeral 
services at Chandler’s Funeral Home. 

Death occurred at the Homeopathic 
Hospital where Mr. Kern had been a 
patient for six weeks as the result of a 
fractured hip, sustained when he slipped 
and fell at his home, 403 W. 30th St. 

Born in Laufen, Canton Bern, Switzer- 
land, on June 24, 1838, Mr. Kern at the 
age of 14 years entered upon his career 
in the watchmaking field. Mr. Kern 
came to the United States when 28 years 
old and after engaging in the jewelry 
business in Three Rivers, Mich., re- 
mained there for 10 years and then re- 
turned to Switzerland. Later he came 
back to this country and finally es- 
tablished himself in business in Wilming- 
ton, where he remained until his retire- 
ment three years ago. 

He is survived by his widow, Mrs. 
Bertha L. Kern. 





Robert J. Hill, designer for the Gorham 
Manufacturing Co.; Armando B. Cian- 
farani, of Cianfarani Bros., jewelry de- 
signers and hub cutters; Donald Cowell, 
of the Paramount School of Practical Art. 


and John Benson and Graham Carey, ~ 


Providence, have been selected by a com- 
mittee as contestants to go into the final 
competition for the commemorative coin 
for Rhode Island’s tercentenary next year. 
Designs were submitted by 48 other com- 
petitors but these five were selected for 
the final competition. 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for November, 1935 








As Seen In 


HOUSE »«« GARDEN 
ad HOUSE BEAUTIFUL 


These swank class magazines are carrying this crisp Manches- 
ter advertisement in their November issues. Its audiences 
are made up of a high percentage of connoisseurs of sterling, 
who will be quick to appreciate Polly Lawton’s brilliant 
beauty and smart sophistication. 


Polly Lawton’s popularity is nothing short of phenomenal. 
Sales are mounting daily. It will pay you to see this pattern 
and let its sales power go to work for you. 

Polly Lawton is one of fifteen active Manchester Sterling 
flatware patterns—made by the Manchester simplified produc- 
tion method which permits outstanding values for the price. 
Yes, there’s another Manchester advertisement in this issue— 
on page 68. 


MANCHESTER cout ity 
PROVIDENCE @ RHODE BLA 


; 
} 
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FISHER 


SPORT LINE 








New Locket No 

Key Charm 

to hold four 
pictures. 





No. 
F 820 F 800 
Glove Shoe 









Football 






No. 


F 701 
No. Basketball 
F 652 
Bowling 




















of 
Every conceivable sport is served by the 
wide variety of items in the extensive 
Fisher Sport Jewelry Line. A special sport 
folder is yours for the asking. Build up 
your sports jewelry business by showing 
some of these fast selling numbers. Lead- 
ing wholesalers can supply you on short 
notice. e 


EXTENSIVE LINES OF FINE 
ROSARIES 
COMPACTS 
NOVELTIES 


J. M. FISHER COMPANY 


he Wholesaler for over Fifty Years 


ATTLEBORO ( st. 1879) MASSACHUSETTS 


r Fifty Years 








Jacob H. Mednikow 


MEMPHIS, TENN., Oct. 1.—Jacob Henry 
Mednikow, pioneer wholesale jeweler and 
head of the J. H. Mednikow & Co., of 
this city, who died last Saturday in the 
Baptist Hospital, was buried yesterday 
in the Children of Israel Cemetery. Fu- 
neral services were conducted by Dr. 
Harry W. Ettelson. 

A native of Russia, Mr. Mednikow 
came to this country as a boy, and in 
1890 engaged in the wholesale jewelry 
business in New York. He established 
branches in Milwaukee, Oklahoma City 
and New Orleans and 20 years ago, com- 
ing from the latter city, launched in 
business in Memphis. After occupying 
various quarters in this city, the business 
was moved eight years ago to its present 
location at 83 S. 2nd St. 

Throughout his business career and un- 
til shortly before he was moved to the 
hospital six weeks ago, Mr. Mednikow 
traveled to all parts of the country and 
was particularly well known in _ the 
middle west, southwest and southeast. He 
was 67 years old at the time of his death. 

Mr. Mednikow was a life member of 
the Masonic order and was also affiliated 
with the Scottish Rite and the Jerusalem 
Temple of the Shrine in New Orleans 
and the Elks, the B’nai B’rith and Tem- 
ple Congregation Children of Israel. 

Deceased is survived by his widow, 
Mrs. Emma Reierson Mednikow, three 
sons, Charles, who is engaged in the 
wholesale jewelry business in this city, 
John and David of Chicago, two brothers 
and two nephews. 





Educational Gem Exhibits and Lec- 
tures Presented in Various Cities 


An educational feature consisting of a 
lecture accompanied by a complete com- 
prehensive exhibit of synthetic boules, 
photographs and sketches of synthetic 
stone manufacturing equipment, enlarged 


micro-photos of inclusions in genuine and |. 


synthetic stones and a special illuminator 
display of actual genuine and synthetic 
stones illustrating the difference in im- 
perfections, was presented in various 
cities last month by the Gemological Insti- 
tute of America. 

It is by means of familiarity of the dif- 
ference of the inclusions or so-called 
imperfections which the synthetic stones 
contain as distinguished from the genuine 
stone which makes it possible to definitely 
detect synthetics. This traveling exhibit 
would probably not be of great educa- 
tional value to the trade if demonstration 
of the manner of detecting synthetics had 
not been included, however, with the 
addition of this extraordinary demonstra- 
tion, the exhibit becomes an extremely 
valuable one for every jeweler to see. 

The lecture and exhibit were presented 
before the: New Jersey Guild at Douglas 
Hotel, Newark, Oct. 11, by Donald J. 
Cooper; Eastern Pennsylvania Guild at 
Academy of Natural Sciences of Philadel- 
phia, Oct. 17, by Dr. Samuel G. Gordon; 
Cleveland Guild at Case School of Ap- 
plied Science, Oct. 25. 
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METHODS... 


of refining and smelting, ma- 
chinery, apparatus and equipment 
may change as improvements are 
made in the world of science; but 
our principle of SQUARE DEAL. 
INGS will always remain. It has 
been and we know it will be in the 
future the best advertisement for 
our business. 


WHY NOT give a trial to two 
men with the widest experience in 
the field of refining and smelting of 
precious metals. We conduct an all 
around refining business on a 
square business basis. We handle 
scrap gold and platinum, sweeps, 
polishings, water settlings, filings, 
clippings and in general ony. 
thing containing pre- A 
cious metals. 














15 JOHN ST, “tay 
7O FULTON ST,NY.c. “Ts 
“WHEN DISSATISFIED TRY US" 

















NEW YORK CITY 


CORNELIUS WYNCOOP 


Made the first 
ROOSEVELT BOwL 
for Isaac Roosevelt 
in New York in 
1726 


Graff, Washbourne & Dunn 


have reproduced it in 
four sizes—lItisheavy, 
smart and in abso- 
lute keeping with 
Modern Decoration. 


Washbourne & Dunn 


SILVERSMITHS 


Graff, 


142 WEST FOURTEENTH STREET 





THe JEWELERS’ CIRCULAR—KEYSTONE 
for November, 1935 














NEW YORK: 


Jewelry News of the Metropolitan District 


Robin-James, Inc., precious stone deal- 
ers, have removed to new offices at 580 
Fifth Ave. 


The business of Georg Jensen Hand- 
made Silver, Inc., has been removed to 
new and larger quarters at .667 Fifth 
Ave. 


Jack T. Goldman, formerly of Gold- 
man, Kolber, Inc., has withdrawn from 
the firm and engaged in business on his 
own account as a manufacturer of dia- 
mond jewelry at 42 W. 48th St. 


Pierre Ruedin, retail jeweler, 665 Fifth 
Ave., returned to this country aboard the 
Europa on Oct. 14, after spending a month 
in Neuchatel, Switzerland, where he vis- 
ited his father, who had been ill. 


Henri Van Dam of Eduard Van Dam, 
Inc., diamond cutters, 475 Fifth Ave., 
sailed Oct. 3 on the Majestic for his regu- 
lar Fall trip to the concern’s factory in 
Antwerp. He will return early next year. 


Henry Miller of Miller & Veit, dia- 
mond importers and cutters, 630 Fifth 
Ave., returned Oct. 12 on the Statendam 
after visiting the diamond markets in 
Amsterdam and Antwerp. 


A. V. Ansel, who was for years on the 
editorial staff of The Jewelers’ Circular, 
is now associated with THE JEWELERS’ 
CIRCULAR-KEYSTONE and has been renew- 
ing his old friendships in the jewelry 
trade during the past month. He will be 
outside contact man for this publication. 


Three new members were elected to 
the Jewelers 24 Karat Club at the regu- 
lar meeting of the organization held Oct. 
16 at 608 Fifth Ave. These new members 
are Albert H. Betz, Bernard Landau and 
James Schulz. President Clifford Lamont 
presided. 


According to an announcement made 
recently Murray Salzman has terminated 
his connection with Salzman Bros., whole- 
sale jewelers, 9 Maiden Lane. The busi- 
ness will be continued under the same 
name and at the same address by the re- 
maining partner, Robert Salzman. 


Daniel Shiman of the Shiman Mfg. Co., 
Newark, was married recently at the 
Savoy-Plaza Hotel, New York, to Miss 
Ruth Alexander, daughter of Dr. and 
Mrs. David Alexander. Following a 
honeymoon spent at Bermuda the couple 
returned here Oct. 15. 


Pre-Metals, Inc., Utica, N. Y., organ- 
ized to manufacture salts and solutions 
for plating palladium and gold and to 
trade in precious metals and ores of all 
type, has opened an office at 120 Wall 
St., this city, where Mitchell I. Liebenson, 
vice-president and general manager, is 
in charge. 

The Henry H. Harteveldt Co., whale- 
saler, 10 W. 47th St., has leased quarters 
in the International Building, Rockefeller 
Center. The company has not decided 
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when the business will be moved but it is 
expected that the new quarters will be 
occupied before the first of next year. 


Dewey Conover of Conover & Quayle, 
Inc., 10 Maiden Lane, is now covering 
the territory formerly visited by his part- 
ner, Robert Quayle. In the future Mr. 
Quayle will be in charge of the concern’s 
office and salesroom. Thomas Sherer is 
now covering the local territory for the 
concern. 


Joseph Rubin, formerly of Rubin & 
Schwartzman, is now doing business 
under the style of the Joseph Rubin Elec- 
tro Plating Corp., at 106 Fulton St. Isi- 
dore Schwartzman, former partner with 
Mr. Rubin, died sometime ago. Mr. Rubin 
has been in business for more than 15 
years, doing rhodium, chromium, gold, 
silver and various other kinds of plating 
for the trade. 


The Arrow Mfg. Co., maker of jewel- 
ry display boxes, 15th and Hudson Sts., 
Hoboken, N. J., has added 10,000 square 
feet to its present plant and now occupies 
approximately 32,000 square feet of floor 
space, making it one of the largest plants 
of its kind in the east. Milton Weill, 
head of the firm, reports business better 
now than it has been at any time since 
1929. 


Clarence H. Bauman, 108 N. Maple 
Drive, Beverly Hills, Cal., has been ap- 
pointed a representative of Verlys of 
America, Inc., American glass manufac- 
turer, 342 Madison Ave. Mr. Bauman 
has represented the Sebring Pottery Co., 
Sebring, Ohio, for many years, and will 
continue to represent this house as well 
as the Verlys concern, covering Cali- 
fornia, Washington, Oregon, Nevada and 
Arizona. 


Albert Encols, retail jeweler, was 
stricken Oct. 19 with a paralytic stroke 
while in his store at 1147 Second Ave., 
this city, and died shortly after at his 
home, 250 E. 60th St. Services were con- 
ducted Oct. 21 by the Caucasian Society 
of which Mr. Encols was a member, after 
which the body was interred in Monte- 
fiore Cemetery, Long Island. Mr. Encols 
was born in Palestine and was 66 years 
old when he died. 


“Dick Daly, who for 38 years directed 
trafic at Maiden Lane and Broadway 
and who was probably known to more 
members of the jewelry trade in this city 
than any uniformed officer in the New 
York Police Department, retired from 
active duty recently. His post has been 
assigned to Charles Collins, who for 17 
years has regulated traffic at John St. 
and Broadway. Officer Daly was a mem- 
ber of the police force for 43 years. 


The 25th anniversary of Louis Cutler’s 
connection with the firm of Freudenheim 
Bros., watch distributors, 170 Broadway, 

(Please turn to page 104) 
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Same Day Service GUARANTEED 


DIAL REFINISHING 


All jobs leave our shop same day received 


U. $. Wateh Dial Mig. Corp. SW Yonk 


RING FINDINGS 


ASSEMBLED 
Quotations on request 
A. W. MAYER & CO., INC. 
36 W. 47th ST. NEW YORK 


DIALS AND CLOCK 


HIGH GRADE EUROPEAN METHOD 
24 Heur Service 


Write for Price List 
ROYAL DIAL & REFINISHING CO. 
116 Nassau St.. New Y N.Y. 























SOLE DISTRIBUTORS OF 
E. MATHEY-TISSOT & CO. 
NORMIS 
CHRONOMETER CYMA 
WATCHES CLOCKS 
NORMAN M. MORRIS 


INCORPORATED 
608 FIFTH AVE. NEW YORK 
CHINESE GEMS CO. 
JADE _ 
and other Semi- 
Precious Stones for 
Compacts, Bags, 
Picture Frames and Boxes. 


Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 


[JE [RECE™ 


ROUND DIAMOND WATCHES 
48 WEST 48TH ST. | NEW YORK 


REPAIRING 
og, em VERWARE 

‘* Solky Bros., Inc. 

142 Fulton St., New York 


EXPERT REPAIRS 


SILVERWARE 


Greatest Care Given to Heirlooms 
No job too small or too much trouble 


CURRIER & ROBY 775.2 st 


Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New Yerk 


Orders for Jobbi Stones and 
Work. avefally and romutio Piles 





















































E will convert your old move- 
ments into stylish watches! 
Repair them, put them in new cases and dials 
at the lowest possible prices. Any kind of a 
watch case supplied, 
We curry a full line of rebuilt watches at 
reasonable prices. 


NU-ERA WATCH CASE CO. 


155 Canal St. 
New York 











TA HUA CORPORATION 


Best Values Largest 


CHINESE JADE 


\] ” | ipl 


{fssortment 


Purquoise, Carnelian 


Amethyst 


Wholesal Supplier to pita Je welry 


It ile 


“tome for Compact Smokers 


Coe ori Ba 
\ 


DIRECT IMPORTERS 
48 West 48th St. New York 





Silver repairing and refinishing. 
Vanity, Cigarette Cases and Bag 
Frames our specialty. 


Established over twenty-five years. 


CHARLES GRABHORN ‘ ‘xew'tonn"* 


NEW K 





STAR SAPPHIRES 


Gems of Fascination 








LOUIS N. MARX *31 5th Ave 
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farker 


Micro-Synchronized Balance—Timed by 
Western Union-Naval Observatory Time 


PARKER WATCH CO-580 FIFTH AVE -N.Y. 




















New York Notes 
(From page 103) 


was observed on Oct. 5. 
Milton Freudenheim, the 
firm, which is a continuation of the old 


president of 


| house of Freudenheim Bros, & Levy, pre- 
| sented Mr. Cutler with a beautiful gold 


fountain pen inscribed “In recognition of 
25 years of faithful service to Louis Cut- 
ler, Freudenheim Bros., Inc., 1935.” 


On this occasion | 


A professional display course was in- | 


troduced into the curriculum of The New 
York School of Display, Rockefeller Cen- 
ter, on Tuesday night, Oct. 8, and under 
present plans will continue for 10 con 
secutive Tuesday evenings. The sessions 
will start at 8 P. M., and among the 
speakers during the period of the course 
will be William Bayard Okie, Jr., direc- 
tor of displays for Marcus & Co., and 
Edward K. Krehbiel, general manager 
Black, Starr & Frost-Gorham, Inc. 


Many of the older members of the 
jewelry industry in the Metropolitan area 
read with interest recently that the for- 


mer home of the late Ludwig Nissen, until | 


his death in 1924 a widely-known impor- 
ter and dealer in pearls and rare gems, is 
now being used as a Soviet elementary 


school for young Russian boys and girls. | 


The former Nissen home has long been a 
familiar landmark at 810 St. Marks Ave., 
Brooklyn, and was erected by the late 
pearl merchant on the model of Kaiser 
Wilhelm’s residence at Potsdam. 


Hugo Bonnaire, representing the Omega 
Watch Co., factories in Bienne and 
Geneva, Switzerland, arrived in this 
country Oct. 1 on the Majestic. It is Mr. 
Bonnaire’s intention to study conditions 
in the ‘United States and he will make 
several trips to different sections of the 
country to interview representative jewel- 
ers. He brought with him many new 
Omega watch models which will be part 
of the concern’s spring line. Mr. Bon- 
naire will be here until early in Novem- 
ber. 


E. P. O'Reilly & Sons, auctioneers, an- 
nounce that they will sell at auction on 
Thursday, Nov. 7, diamonds and other 
precious stone jewelry included in the 
property of the late Martha M. Hall. The 
sale will be held at the Plaza Art Gal- 
leries, 9-11-13 E. 59th St., this city, and 
will begin at 2 p.m. These diamonds and 
jewelry will be on exhibition at the Plaza 
Art Galleries on November 3 from 2 to 
4 p.m., and every day thereafter from 
10.30 am. to 4 p.m. until the sale is 
held. 


Theodore Merkt, for 12 years with Kas- 
tenhuber & Lehrfeld and George C. Lam- 
bros, also at one time associated with the 
same firm and for four years chief as- 
sayer and refiner for J. B. Cooper, have 
formed a partnership under the style of 
Lambros & Merkt. This new firm is lo- 
cated at 15 John St., where it is engaged 
in the business of smelting and refining 
precious metals. Mr. Merkt is the orig- 
inator of many processes used in metal 
refining while Mr. Lambros was one of 
the authors of an article on rhodium plat- 

(Please turn to page 105) 
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Arch CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N, J, 

















woonb 
WATCH CASES 


EDWIN A. NEUGASS 


MANUFACTURER 
40th St. New York 


The 
TRADE MARK 
for 
QUALITY 
FINDINGS 
Your Wholesale Dealer has them 


212 K. 


oe 











do, 











Manufacturer of Gold and 
Platinum Ring Mountings to 


126 Maiden Lane, 


LOUIS 
KOPPEL 


Wholesalers 
N.Y. 














Watcu 









Silver Bands 
and 


tters En ved 
Complete 87.5 
SEKIFERT’S MONOGRAM SHOP 
114 W. Baltimore St., Baltimore, Md. 

















MateriAts for all 
American & Swiss Watches 
Sole Distributors for ABRA Material 
Fine Watch Repairing for the Trade 
INTERSTATE WATCH Co. 
80 Nassau St. New York, N. Y. 











DIAMOND 
SCHICKSNAPS 
GOLD 


PLATINUM 
CULTURED 
PEARLS 


we 
HARRY ¢. SCHICK, INC - NEWARK,N. J. 








$0.68 per Dwt for 10 KARAT Cold 
25 “ ‘“ 14 “ “ 
1.22 “ “ “ 18 “és “ 
1.48 “ “ “ 22 “ “ 

Weight and Karat Test Guaranteed 
STERLING SILVER, Market Price. 


SWEEPS, FILINGS 
GOLD FILLED SCRAP 


Your lot accurately valued, reported, 
and held for your O. K. 


SLOVES & KRAMER, INC. 


ASSAYERS @ REFINERS 


149 Canal St. NEW YORK 
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Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
New York 


110 West 40th St. e 





Become an 


OPTICIAN 


Open Your Own Optical Department 
3 to 6 Month Courses 
Write for Bulletin of Information “J” 


SCHOOL of MECHANICAL OPTICS 
Montague & Henry Streets 
BROOKLYN NEW YORK 









TRADE WATCH REPAIRING 
All Work Guaranteed One Year. 


Write for Price List 


GEDDES & CRAMER 
1113 Chrisler Ave., Schenectady, N. Y. 
Service That Satisfies 








Gold and Platinum Solders 
“Clinton Alloys” 
For White, Green, Yellow Gold 
Refiners of Precious Metals 


CLINTON REFINING CO., Inc. 
91 








E. Kinney St., Newark, N. J. 








‘ACEC 
CASES 

6% and 6% L. Ilinols Cases 

@ $3 a dozen. 


10% LL. Illinois Cases @ $4 
a dozen, 


Cases in all sizes and makes 
at special prices, 
For information write to 
M. WOLF 
132 Nassau St., New York, N. Y. 








THE HOUSE OF JADES 


Mortimer B. Kling 
JADE 


Necklaces - Pendants 
Bracelets - Earrings 
Rings - Clips 
65 Nassau St. New York 











ROUGH OPALS 


DIRECT FROM AUSTRA‘\IA 
Large Trade Parcels in 50 or 100 
ez. Lots from $1.00 to $10.00 
per oz. 
Also Black Opals and Collectors 
Specimens 
Write for Free Lists 
Melbourne, Australia 
N.H. SEWARD 457 Bourke st. 





GOLD ALLOYS 


FOR ALL COLORS AND KARATS 
FOR PLATE DR CASTING 


ALLOYS 


WIRE 
SOLDER 
1S FOR ENAMELING GOLDS 


; ss ' P= 4 j 
MOENRICH, INC 
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New York Notes 
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ing, read before a convention of the 
Electrochemical Society and later re- 
printed and distributed by the society. 


Solomon L. Ansbacher, formerly en- 
gaged in the jewelry business in Wilkes- 
Barre, Pa., died Oct. 17, at his apartment 
in the Hyde Park Hotel, 25 E. 77th St. 
this city. Funeral services were held at 
the Universal Funeral Chapel, 597 Lex- 
ington Ave., Oct. 20, followed by burial 
in Union Field Cemetery, Brooklyn. Mr. 
Ansbacher was a native of New York and 
was 89 years old when he died. He was 
at one time prominent in Jewish activi- 
ties. Deceased is survived by four daugh- 
ters and five grandchildren. 


On Monday evening, Sept. 30, Stephen 
Varni, president of the Stephen Varni 
Co., delivered a lecture on gems at the 
Men’s Club, of St. Stephen’s Church in 
Flatbush, Brooklyn. ‘This is one of a 
series of interesting and informative lec- 
tures which Mr. Varni has been deliver- 
ing from time to time. On Thursday eve- 
ning, Oct. 3, he delivered and illustrated 
a lecture on “Gems and Gem Anecdotes” 
before the Philadelphia Mineralogical 
Society at the Academy of Natural 
Science in Philadelphia. 


Patek, Philippe & Co., Inc., makers and 
importers of Swiss watches since 1839, 
have leased new quarters for immediate 
occupancy on the 14th floor of the Inter- 
national Building, Rockefeller Center. 
For the last 10 years the company’s Amer- 
ican offices have been located at 607 Fifth 
Ave., and for 30 years before that, at 
68 Nassau St. Gabriel Bard, president, 
makes his headquarters at the factory in 
Geneva. E. M. Baumann, vice-president 
and treasurer, and Lewis W. Miuller, 
secretary, have charge of the New York 
office. 


William Hayes, who until his retire- 
ment a few years ago was engaged in 
the jewelry business in Baltimore, Md., 
died on Monday night, Oct. 7, while wit- 
nessing a moving picture show in a the- 
atre at 176th St. and St. Nicholas Ave. 
An examination made by an ambulance 
doctor from Columbus Hospital indicated 
that Mr. Hayes had succumbed to a 
heart attack. He was 75 years old and 
after his retirement came to New York 
where he resided with his daughters at 
601 W. 180th St. 


Robert W. Kennedy, for many years 
employed as a salesman by Dieges & 
Clust, manufacturing jewelers, 15 John 
St., and one of the most widely known 
amateur sports officials, died suddenly ot 
a heart attack on Sept. 25 at his home 
42-38 Gleane St., Elmhurst, L. I. Funeral 
services were held Saturday night, Sept. 
28, at the Conway Funeral Home, Jack- 
son Heights, and on Sunday burial took 
place in Cedar Grove Cemetery, Flushing. 
Mr. Kennedy started his amateur athletic 
career more than 30 years ago as a cross 
country and long distance runner and for 
the last quarter century had served as 
clerk of the course at most of the im- 
portant track meets in this country. 
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MARCASITE 
INITIAL BROOCHES 


IN STERLING SILVER 
MADE TO ORDER 














Distinctly a jewelry store item. 
Arrangements made for sample order. 
Prompt Delivery 


J. MOROCH 


125 CANAL ST. NEW YORK CITY 


REBUILT 
WATCHES 


Hamilton, Elgin 
and Waltham 
GUARANTEED 





Cases in Great 
Variety at 
Special Prices 





Illinois Cases 


6'/2 & 6% ligne at $3.00 per doz. 
Write fer Catalogue 


N. SEIDMAN 


173 Canal St., New York, N. Y. 








Antique English Silver 


Old Sheffield Plate 


Victorian Silver and Plate 


If there is anything in our line 
that you need at any time we will 
be pleased to send a selection on 
approval—without obligation. 


“We sell to the Trade only” 


MICHAEL FEINBERG, Inc. 
15 West 47th St. New York 














REVOLV.IT SLIDE-IT 
NOVELTY WATCHES 
in combination with 
Lipsticks - Lighters - Clips - Pencils 


J. LIPSCHUTZ 


48 W. 48th St. New York 








Mers. OF FINE PLATINUM JEWELRY 


Special Order Work 
to the Trade 
Estimates Cheerfully Submitted 


“My Workmanship Will Convince You” 


H. SUNA 


74 West 46th St. ME-3-0656 New York 








JOSEPH RUBIN ELECTRO 
PLATING CORP. 
vid Rubin and = 
“*RHOD 
CHROMIUM GOLD NICKEL 


Clocks Gold Plated and Silverware Repaired 
and Refinished Equal to New 


STANDARD For OVER FIFTBEN YBARS 


106-8 FULTON STREET New York 


























[ wuere TO BUY | 








A 
New 
by Simmons _—_ Joy 

For Wrist Watch Wearers 


Tylo (\) 











CONCORD 


P Silversmiths 
“Ss CONCORD EE) 


—~ 


~Mahee (Upper 








Massachusetts School of Optometry 


INCORPORATED 


Standard Three-Year Day Course 
Post Graduate and Special Courses 
Arranged 
For further information address: 


1114-1118 BOYLSTON STREET 
Boston, Massachusetts 





PURER A MEG. 
LAUNTON, MASS 
SILVERWARE BAGS AND ROLES 


approved sal used ley 


Uae, 


ending Manutacturers and Metailers 





ANCHESTER 
SILVER COMPANY 


r LAND 





ORE 
STERLING iy LVER 
SPECIALTIES 


Cofalog On Reques 
GH FRENCH & CO- 


NO. ATTLEBORO, MASS 








PROVIDENCE: 


Happenings in the New England Territory 


Gunnar A. Bergstrom, of Cranston, has 
been granted a patent for a jewelry catch 
on which four claims are allowed. 

J. H. Coutu has been expanding the 
gift shop department of his retail jewelry 
store, 49 Olneyville Square. 

Simon Fried of Glen Oaks, Rye, N. Y., 
has filed notice of ownership at City Hall 
of the Fried Mfg. Co., 19 Calendar St. 

The Royal Pen Shop, 73 Dorrance St., 
is owned by N. Ziano, according to his 
statement filed at the city clerk’s office. 

Since the beginning of the agitation to 
sell “old gold” the local police have had 
a very large increase in the number of 
thefts of jewelry from residences. 

Harvey Clap, manufacturing jeweler, 
is head of this year’s Community Chest 
drive at Attleboro, which was held the 
early part of the month. 

Arthur O. Haenelt, formerly with Tif- 
fany & Co., New York, has removed from 
the Lapham building to the Kinsley build- 
ing, 334 Westminster St., room 405. 

Mayor Frank R. Sweet, president of 
the Sweet Mfg. Co., Attleboro, has been 
elected president of the newly organized 
Attleboro Stamp and Cover Club. 

H. Prest, local agent for Hamilton 
watches, has recently increased the facili- 
ties of his watch repairing department 
at 5 Olneyville Sq. 

Arthur M. Cole and Henry J. Rivers, 
of Attleboro, have been granted a patent 
for a collar holder for which four claims 
were allowed. 

The Princess Pearl Co., 185 Eddy St., 
is the property of Lisker & .Rossi, Inc., 
Abraham Lisker, president and treasurer, 
according to statements on file at City 
Hall. 

Mrs. William F. Rogers, who has been 
with the C. M. Robbins Co., Attleboro, 
for the past 30 years, was recently given 
a surprise by a number of her associates 
on the occasion of the 37th anniversary 
of her wedding. 

Among the recent marriage intentions 
filed at the City Registrar’s office, Provi- 
dence, were: Morris Baruch, manufac- 
turing jeweler, and Miss Helene Koppe 
and Alfred L. Lindroth, manufacturing 
jeweler, and Miss Alvina Barrows. 

Included in the membership of the hon- 
orary advisory committee for the annual 
roll call membership campaign of Provi- 
dence Chapter of the American Red 
Cross, which began October 14, were: 
Archibald Silverman, of Silverman Bros., 
and Vincent Sorrentino (Uncas Mfg. Co.). 

Gaetano T. Foire, of 86 Barrows St., 
Frederick DeCesaris and Harry M. Burt 
have been granted a charter under the 
laws of Rhode Island to manufacture 
cigarette cases under the name of the 
Roll Case Mfg. Co. with a capital stock 
of 500 shares of no par value. 

Among the latest contributors to the 
Rhode Island Infantile Paralysis Founda- 
tion, of which Arthur Henius of Henius 
& Co. is president, are the following iden- 
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tified with the manufacturing jewelry in- 
dustry: Kestenman Bros. Mfg. Co., Samuel 
M. Magid and the Hoffer-Ashley, Inc. 

Enroute on an annual tour of duty the 
Thirteenth Infantry, U. S. A., encamped 
for one night at Hayward Field in At- 
tleboro. The 35 officers of the outfit were 
presented Swank products through the 
courtesy of the Baer & Wilde Co. of that 
city. 

The Medway Metal Corporation has 
been chartered under the laws of Rhode 
Island to conduct a manufacturing busi- 
ness with an authorized capital stock con- 
sisting of 100 shares of common no par 
value stock. The incorporators are Jack 
Alprin, of 21 Orms St.,; Nathan Hilfer 
and Dorothy M. Donnelly. 

Charles S. Peckham, a member of the 
manufacturing jewelry concern of J. H. 
Peckham & Son, of North Attleboro, died 
Oct. 11 at his home in Pocasset, Mass. 
He was born in North Attleboro, where 
he attained his education, .and later 
learned the jewelers’ trade in his father’s 
factory and upon the latter’s retirement 
he took over the management of the busi- 
ness. 

The Gorham Baseball League was en- 
tertained on the evening of Oct. 2 at a 
dinner given by the management of the 
Gorham Mfg. Co. at the Gorham Casino. 
A bronze trophy was presented to Alfred 
K. Potter, sponsor of the winning team in 
the four-team league which played two 
nights a week during the summer at the 
Mashapaug Reservation. The presenta- 
tion was made by Edmund C. Mayo, 
president of the company, and himself a 
sponsor of another team. 


UNREDEEMED 


ELGIN and 
WALTHAM 
WATCHES 


Open Face 
7 Jewel, 16 Size 


$4.00 


(With new White 
Fancy Engraved 
case.) 


Same in 15-Jewel 
$5.00 








Same in 17-Jewel 
$6.00 





Same in 12 a er $4.00 
with a _ beautif i 1 S Jewel opescene 5.00 
Fancy Silver Dial 17-Jewel .....-. 6.00 


Also fine unredeemed Railroad 
Watches similarly priced. 


25% with order, balance C. O. D. 
Cash Buyer of Unredeemed Pledges 


PAUL ROSENBERG 
5 South Wabash Avenue, Chicago 
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DIAMONDS 
WEDDING RINGS 


Manufacturers of the Best in Wedding 
Rings for Nearly a Century 


ALFRED HUMBERT & SON 
117 So. 10th St. 


Philadelphia 








WATCHMAKER - JEWELER - ENGRAVER 
JOHN C. BAIR 
Established 1913 


119 East Chestnut St. 
LANCASTER, PA. 


ALL WORK IS GUARANTEED 














MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 








BOWMAN 
Technical School 


Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘“‘Your Future and Our School.” 


JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 

















Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street - Philadelphia 


BYARD F. BROGAN 








We Are Authorized 
Distributors for 
TELECHRON & REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL PRODUCTS 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 
We ft — for bag items im the 











Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS 


eETy JEWELERS AND ENGRAVERS 





a sy Broad and Somerset Streets 
PHILADELPHIA, PA. 














THIMBLES—TIE CLIPS 
IDENTIFICATION WRISTLETS 





Simons Bros. Company 


269 So. Oth St. 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for November, 1935 


Philadelphia 





PHILADELPHIA 


Benjamin Walker, manufacturing jew- 
eler, formerly of 131 S. 8th St., is now 
situated in more modern quarters at 723 
Sansom St. 

Joseph M. Shanholtz, diamond setter, is 
now located in larger quarters at 723 
Sansom St., having moved recently from 
131 S. 8th St. 

Burglars entered the Conville Jewelry 
Store, at Shenandoah, Pa., on Sunday, 
Oct. 13, and stole jewelry reported to be 
worth about $300. 

Kern’s Inc., credit jewelers, formerly 
at 109 S. 11th St., are now located at 29 
S. 11th St., where they occupy an entire 
building which has undergone extensive 
alterations and improvements. 

Walter S. Bower, for 25 years with the 
Ritter, Greenberg Co., is now associated 
with John J. Herman, diamond importer 
and manufacturer of ring mountings, 735 
Walnut St., in the capacity of sales- 
manager. 

Mrs. Anna A. Roeger, wife of Anton 
Roeger, jeweler, 526 W. Girard Ave., 
died recently at St. Mary’s Hospital, this 
city, following a heart attack. She was 
62 years old, a native of Germany and 
came to this country at the age of 12 
years. Besides her husband, she leaves 
four sons and two daughters. 

Early on the morning of Oct. 14 a 
burglar smashed a window at the jewelry 
store of Paul D. Harbach, 404 Schuylkill 
Ave., Reading, Pa., and escaped with 
seven watches valued at $150. The crash 
of glass awakened Mr. Harbach and his 
wife who saw a man crouched at the 
side of the building before he fled. Later 
police found empty watch boxes in a 
nearby yard but were unable to locate 
the object used to smash the window. 

After cutting through two walls, thieves 
smashed open a safe at the D. L. Brooks 
Loan Co., 1802 Market St., early one 
morning recently and stole $700 in cash 
and jewelry estimated to be valued at 
between $10,000 and $15,000. The rob- 
bery was discovered by the owner David 
L. Brooks when he opened the store for 
the day. The burglars, he stated, had 
overlooked other valuable jewelry in the 
safe. The loot consisted of rings, watches, 
pendants and other articles. 





Cracksmen Get Loot in Philadelphia 
Robbery 


PHILADELPHIA, PA., Oct. 8.—Diamonds 
and jewelry, reported to be worth ap- 
proximately $8,000, were stolen by thieves 
who used dynamite to open two safes in 
the second floor office of Pritsker, Inc., 
137 S. 8th St. 

The robbery was discovered today 
when the office was opened. A third 
safe, belonging to Sol Mintz, jewelry re- 
pairer, containing several thousand dol- 
lars’ worth of merchandise was not mo- 
lested. 





A new jewelry store has been started 
at 218 North Penn Ave., Independence, 
Kans., by J. E. Sears, under the style of 
the Sears Co. 
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A PROFITABLE 
XMAS SELLER 





8-DAY ELGIN CLOCKS 


To Retail From $15.00 to $25.00 
SPECIAL CATALOGUE ON REQUEST 


LOUIS SICKLES 
1015 CHESTNUT ST. 
PHILADELPHIA 











Business Building Sales 
Are the Order of the Day 


The services of this nationally known 
promoter of the highest type of jewelry 
sales (NOT AUCTION) are available. 
My sales are real business builders, 
profitable to you, satisfactory to your 
customers, and add to your clientele. 
Write for unquestionable references of 
leading jewelers. Inquiries held in strict- 
est confidence. 


H. B. EARL 


P. 0. Box 126, Station “G” 








New York City 











Cae IS, 


SINCE (907 
SPECIAL ORDER WORK—REPAIRING 
711SANSOMST. PHILADELPHIA 








7 IRNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 
F. X. ZIRNKILTON = #hitacec 


ST., 
PHILADELPHIA 











OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from alli parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awaiting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 














WHERE TO BUY 








WOLFSON & GRAU 


Manufacturing Jewelers 


Our Specialty 


Diamono Sette ano Speciat Ornver Worx 
Wartcn ano Jewerry Repainine 
Eweravine ano Carvine of Aut Kinos 
Aso Stampine of Leatuer Goons 


416 CLARK BUILDING 


1918 PITTSBURGH, PA. 1935 








REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successors to Heeren Bros., Company 


140 8TH ST., PITTSBURGH, PA. 








JEWELERS’ SUPPLIES 


DISTRIBUTORS 
of J 
Elgin, Waltham, Hamilton, Illinois, How- 
ard, Bulova, & Gruen Genuine Materials. 
V. T. F. Watch Crystals B. B. & K. K. 
Brands—Fancy Crystals. 


Fancy & Round Unbreakable P. B. U. 
Crystaloids. . 


MARTIN GLUCK & SONS 
718 Penn Ave. Pittsburgh, Pa. 











8 WEEKS TO XMAS 


BUY NOW 


JEWELRY 
DIAMONDS 
CLOCKS 
WATCHES 
SILVERWARE 
TOILETWARE 


HEADQUARTERS FOR 


ELGIN ann WALTHAM 


WATCHES 


LET US SERVE YOU 
THE 
SAMUEL WEINHAUS 
COMPANY 
720-722 PENN AVE., PITTSBURGH, PA. 


























PITTSBURGH: 


Jack Roberts of John M. Roberts & Son 
Co. reports better business, with an in- 
crease in all departments. 


R. P. Pugh, manager of the Youngs- 
town, Ohio, store of the Pugh Bros. Jewel- 
ry Co., was a recent visitor to New York. 


Harry Landaw has returned from a 
successful road trip through Ohio and 
Indiana for Landaw Bros., 628 Penn 
Ave. 


W. Lichtenfels of the Gemex Co., New- 
ark, N. J., was a recent visitor in Pitts- 
burgh where he called upon the whole- 
sale trade. 


Maurice Davis of the house of Barnett 
Davis, this city, has returned from a road 
tour of Ohio and Indiana, where he re- 
ports he found business good. 


Emanuel Grafner of Grafner Bros., 
818 Liberty Ave., who has been confined 
to his home for several weeks on account 
of illness, is convalescing. 


Thieves obtained about $300 in loot 
after throwing a brick through the win- 
dow of the Frank Lincoff jewelry store, 
Weirton, W. Va., Oct. 3. 


Milo R. Williams, Butler, Pa., jeweler, 
is convalescing at his home from frac- 
tured ribs, the result of an automobile 
crash at Leesburg on Oct. 8. 


Recent out-of-town buyers, calling upon 
the local wholesale trade, included: Mayer 
Slaven, Morgantown, W. Va., and E. H. 
Kennerdell, Tarentum, Pa. 


John F. Baker of Standard School 
Jewelers, Nixon building, has announced 
the appointment of Irvin H. Stemsapir as 
vice-president of the organization. 


Jewelry valued at more than $700 and 
$15 in cash were stolen from the home 
of S. H. DeRoy, well-known local credit 
jeweler, on Oct. 11. The jewelry belonged 
to Mrs. DeRoy. There are no clues. 


Clarence H. King, formerly vice-presi- 
dent of the Mermod, Jaccard & King 
Jewelry Co. of St. Louis, has been elected 
president of the American Refractories 
Institute with headquarters at 2047 Oliver 
Building, this city. 

William J. Kappel, president of the 
William J. Kappel Co., credit jewelers, 
Sixth Street, says that jewelers every- 
where are expecting an excellent Christ- 
mas business “and I hope they get all the 
business they anticipate.” 


Sam J. Klein, watchmaker, Clark 
Building, reports better business than at 
any time in two years. He says there is 
an actual scarcity of first-class watch re- 
pairmen, among the unemployed, at the 
present time. 


An unsuccessful attempt to enter the 
William J. Kappel Co. jewelry store at 
405 Federal St., was made early on the 
morning of Oct. 7. The thieves were 
frightened away after an iron bar had 
been sawed through, police said. 

(Please turn to page 109) 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








MOUNT VERNON 


American Made Watches 


COMPLETE LINE 
Bracelets Clips 
Earrings Rhinestone 
and Novelty Effects 
Retail $1.00 to $10.00 


LEATHER ZIPPER 
TRAVELING SETS 
Retail $3.00 to $10.00 
TOILET SETS 


Full Line 
Retail $2.00 to $25.00 


LET US SERVE YOU 


M.BONN CO. 


713 PENN AVE. PITTSBURGH, PA. 























BEAUTY CRAFT 
JEWELRY 
JEWELRY of DISTINCTION 
DIAMONDS 
RONSON LIGHTERS 
DRESSER SETS 


NEW 7 JEWEL YELLOW WRIST 


NEW HAVEN WATCHES 


LARGEST STOCKS FOR 
IMMEDIATE DELIVERY 


Orders Shipped Promptly 


BIGGARD & CO. 


INCORPORATED 
CLARK BLDG. PITTSBURGH, PA. 
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Pittsburgh Notes 
(From page 108) 


Peter Mueller-Munk, who holds a mas- 
ter’s degree from the German Gold and 
Silversmiths’ Guild, is the new associate 
professor of industrial design at the Car- 
negie Institute of Technology in Pitts- 
burgh. 


Martin Gluck & Sons, 718 Penn Ave- 
nue, had an unusually attractive window 
display during the week of Oct. 13-20, co- 
operating with the United Horological 
Association of America, Inc., in connec- 
tion with National Watch Inspection 
Week. 


David F. Walton of the W. W. Wat- 
tles & Sons Co. expresses the opinion 
that there will be a great deal of good 
buying this Christmas. Already, he claims 
that people who ceased the practice of 
exchanging Christmas gifts, during the 
last few years, are preparing to renew 
that time-honored custom. 


Emanuel Grafner, president of Graf- 
ner Bros., Liberty St. wholesalers, points 
out that vacant ground-floor locations in 
the “golden triangle” are fast being 
rented and that this is a sure sign of 
general business recovery. There is also 
a slight increase in rents which is in- 
terpreted as a good sign. 


John Koziar, aged 38, militant miner, 
who on March 3 of this year, shot and 
killed Samson Rosensheim, Masontown, 
Pa., jeweler, in his home, was electro- 
cuted at the Rockview Penitentiary Sept. 
30 for the crime. Repeated efforts to 
have him declared insane were in vain. 
The condemned man outwardly was calm 
as he walked to the chair. 


A group of a dozen Internal Revenue 
officers from Washington dropped into 
Pittsburgh rather unexpectedly last month 
for the purpose of checking up on jewel- 
ers with respect to the 10 per cent excise 
tax. Apparently, Uncle Sam is not will- 
ing to take local jewelers’ reports for in 
some of the retail stores they went back 
over ledgers for a period of four years. 


Charles Reizenstein of C. Reizenstein 
Sons, Liberty Ave., china and gift shop, 
spoke before the members of the College 
Club of Sharon, Pa., at the Sharon Country 
Club, Oct. 8,on the history and development 
of china and glassware. Movies, showing 
the actual processes together with colored 
pictures of some of the famous services 
from all over the world, followed the ad- 
dress which was preceded by a dinner. 


Martin Schulherr, treasurer of Biggard 
& Co., Inc., Clark Building, says that the 
firm has been obliged to work every night 
for the past few weeks in an effort to fill 
incoming orders. The company recently 
put on a special display of toiletwares in 
the Hotel William Penn in this city to 
which invitations were extended to out- 
of-town members of the trade. Many 
jewelers availed themselves of the op- 
portunity to purchase holiday merchan- 
dise at that time. 


Miss Julia S. Wattles, daughter of the 
late W. W. Wattles, pioneer retail jeweler 
of Pittsburgh, who died in Magee Hos- 
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pital, this city, Sept. 21, left practically 
half of her $250,000 estate to charity, ac- 
cording to her will, which was probated 
Sept. 26. Miss Wattles, who lived at the 
Schenley Hotel, is survived by a brother, 
J. Harvey Wattles, president of the W. 
W. Wattles & Sons Co., 517 Wood St., 
and also by a sister, Mrs. L. W. Stephen- 
son of Hartford, Conn. 


Edward James Black, who for 20 years 
was in charge of the watch repair de- 
partment for the John M. Roberts & Son 
Co., 429 Wood St., died suddenly at his 
home, 173 Georgetown Ave., West View, 
Sept. 27. For many years he conducted 
a jewelry business of his own on the 
North Side. He was a veteran of the 
old 14th Regiment, Pennsylvania Na- 
tional Guard, and a member of the 
United Presbyterian Church. He is sur- 
vived by his widow, a brother and four 
sisters. Burial was made in Uniondale 
cemetery. 


Paul S. Hardy, president of the Hardy 
& Hayes Co. Wood St. and Oliver 
Ave., anticipates an excellent holiday 
business. He told a reporter for THE 
JEWELERS’ CIRCULAR-KEYSTONE that while 
he looks for a good volume of general 
business he does not believe that large 
sales will predominate for the simple 
reason that industry, as a whole, has not 
improved to such an extent that large 
companies will be distributing bonuses or 
cutting sizable “melons” at this stage of 
recovery. Mr. Hardy contends that most 
of the large sales are created from sur- 
pluses which are passed along to worthy 
executives and stockholders. 





Cincinnati 


A contract has been awarded to re- 
model the store front of the Edward Sim- 
per jewelry establishment at 705 Vine St. 


Henriette Jane Jacobs, daughter of Mr. 
and Mrs. Edwin B. Jacobs of Cincinnati, 
was married a short time ago to Charles 
L. Wolf, son of Mr. and Mrs. Bernara 
Wolf of Brookline, Mass. The wedding 
took place at the Losantiville Country 
Club, Cincinnati. The bride’s father is a 
member of the firm of D. Jacobs’ Sons 
Co. Miss Jacobs met Mr. Wolf while at- 
tending Simmons College last fall. The 
happy couple have gone to the West In- 
dies on their honeymoon trip. 


Recent visitors to the Gruen Watch 
Co.’s workshops at Time Hill, Cincinnati, 
included Mr. and Mrs. Al Schilling and 
Miss Lillian Birkmeier, Pekin, Ill.; War- 
ren H. Miller, Princeton, Ind.; Mr. and 
Mrs. Herman L. Turk, Etna, Pa.; Dr. 
Alan Hirst, Melbourne, Australia; H. A. 
Harvey, Middletown, Ohio; W. H. Ran- 
kin, Los Angeles, Cal.; E. Schmidt, sec- 
retary, Elgin Watchmakers’ College, El- 
gin, Ill.; Harry F. Shifflette, Cincinnati; 
M. W. King, Indianapolis, Ind., and Mr. 
and Mrs Charles F Kerrey, Fostoria, 
Ohio. 





D. O. Mourer, formerly of Custer City, 
Okla., has opened a retail jewelry store 
at the location recently occupied in Vici, 
Okla., by the Chatham Jewelry Co. 
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PITTSBURGH 


Seeks Your Patronage 








C. PROESSLER & SON CO. 


1221-27 PENNSYLVANIA AVE. 
N.S. PITTSBURGH, PA. 


SHOW CASES 


and 


STORE FIXTURES 


MANUFACTURERS OF A 
COMPLETE LINE OF 


JEWELRY STORE 
FIXTURES 


Made in Pittsburgh 
We Serve Jewelers 
From Coast to Coast 


Phone: CEDAR 1716 








WATCH MATERIALS 
JEWELRY SUPPLIES 
* 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 
VTF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


628 Penn Ave. Pittsburgh, Pa. 














DOERNBERGER & MUCK 
406 Pittsburgh Life Bidg. 
PITTSBURGH, PA. 
Manufacturing © Repairing 
ENGRAVING @ DIAMOND SETTING 


(Successors te H. L. Ehrhard Ce.) 
Established 1991 



















Al-n QorD 


GOLD and SILVER 
Scrap and Wastes 
PURCHASED 


Highest cash rates, by assay 
or over the counter. Get 
cash for your scrap promptly. 
This is the only complete 
gold refinery operated in this 
section of the country. 


GOLD, SILVER, PLATINUM, alleys 
and KARAT GOLDS, etc., furnished 


ON-BENSHOFF 





co 


Clark Building 


ANY 


Pittsburgh, Pa. 

















wun]! CHICAGO: 


Srcomparable Jewelry News Flashes from the Great Central West 
Which Case Febaning W. J. Warmington, Winona, Minn., 
was among the jewelers visiting the Chi- UNSURPASSED 

ae 


w A 
— OR ERDINARY WORK. — cago market last month. 


29 eMMadinon St. CHICAGO, ILL. Joseph Bernstein, aged 45 years, whole- SANDSTEEL and INSPECTOR 














KER-HECKMAN CO. 














sale jeweler with headquarters at 5 S. Quality Mainsprings 
Wabash Ave., died suddenly Sept. 26, of For American and Swiss Watches 
S. K A P P b R a heart attack in his office. They expand more than other mainspri 
MANUFACTURERS nee 
Albert N. Davis, manufacturers’ repre- aod Dee, So onl pen alt a 
of QUALITY WEDDING RINGS sentative, recently added to his represen- | them in all watches. 
* and MOUNTINGS tation the Massover Bros. line of fine Approved by America’s foremost Horologists. 
SETTING, REPAIRING and SPECIAL ORDER WORK jewelry. Made in U.S. A. By 
159 N. State Street Ch . . WATCH-MOTOR MAINSPRING CO., Inc. 
cate John H. rage — Allen "i Co., | 445 Hudson St. New York City 
accompanied by Mrs. Leiner, made an Demand them of your Jobbe 
CENTRAL WATCH co. extensive vacation trip through the South : 





WATCH REPAIRING FOR THE TRADE last month, including New Orleans and 
Best Workmanship at Lowest Prices | | other points along the gulf. 
Prompt Service A. W. Follett, factory manager for the 


5 South Wabash Ave. CHICAGO, ILL. J. F. Sturdy’s Sons Co., Attleboro Falls, RING TRAYS 


— ee for SHOW CASES 


Gold Jewelry for Christmas Now is the time to replace your old 


trays with new ones. 
For many years it has been a cus- , 
tom, where a suitable gift could not “METAL FRAME TRAYS . 


be decided upon, to give a gold coin, Do your Trays have that worn appear- 
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| ¢ 7 SILVER f as the most gracious way to present ph ll val > “NEW IN- 
ae a / the gift of money. Now, under the 

=; CHROMIUM Raw present law, this is impossible, and Prices quoted upon application. 
i REFORE Who) WROD AFTER the jeweler should take advantage of | | WESTERN TRAY & CASE COMPANY 
i this situation by pointing out that the | | g4. 1064 423-27 Plum St., Cincitinati, Ohio 





MESH ift of gold in the f f jewel 
Repaired SILVER WARE nates ids a denne a ott mance 
Relined’ | Repaired - Replated Relive 


i 
} 





Relined| | Ship to the intrinsic value of the 
metal. - 


SWARTZ & Co. ||=——= 3344% SAVING 


10 S. Wabash Ave. Chicago, Il. spent several days in Chicago last month to jewelers on their 


A. E. calling on the trade with the Chicago FIRE INSURANCE 


Phone: Central 5400 manager, Frank Moran. 


KRAUSE The Middlebury Electric Clock Corp. since 1914. 


has moved from 219 St. Johns Court to Insure Store—Stock—Dwellings 
& co. 1611 N. Lincoln Ave., where the concern 
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RELIABLE WATCH REPAIRING has largely increased office and manufac- Your employees can insure also. 
37 South Wabash Ave. SeEaeS | | oe eee. NATIONAL JEWELERS MUTUAL 
i ; R. J. Moffett, manager ne the — FIRE INSURANCE COMPANY 
epartment, and S. S. Petzold, merchan- NEENAH, WISCONSIN 
‘ QUAST & OLSEN dise manager for the J. L. Hudson Co, | —— nd 
‘i "at tae Rings Detroit, spent several days in Chicago on 
Bend your jewelry repairing, diamond set- business last month. 
ting, special order work to us. First clase : . 
workmanship, prompt service guaranteed. Hans J. Bagge, of J. Milhening, Inc., 
5 Seuth Wabash Ave., Chicage, Ill. attended the meeting of the Wisconsin 
Guild, American Gemological Society, at 
Wuen You THINK Or Milwaukee, Oct. 17, where he spoke on 
FINDINGS the subject of diamonds. 
THINK OF M. J. Hughes, of the Geo. H. Eber- 
FUL . hard Co., San Francisco, Pacific Coast 
LER representatives of the Ingersoll-Water- 
ORDER FROM YOUR JOBBER bury Co., visited the Chicago office on a 
recent eastern business trip. Diamonds Reeut 
Ernest Block, for many years manu- Ex —- een: 7 : 
facturers’ representatives in the mid-west, Werlemhip Loss ‘of Weight 
south and Pacific Coast territory, who re- 
Wm. F. Schumer & Son, Inc. 


tired a few years ago to live in New 


York, recently spent several weeks here Diamond Cutters 


44 Wiggins Block 
































Send Glass Sizes for Eacimace with friends. CINCINNATI, OHIO 
CAMDEN ARTCRAFT CO. 160 N.WellsSt. (Please turn to page 111) 
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Chicago Notes 
(From page 110) 

William Brown, who has been asso- 
ciated with the Hamilton Watch Co. at 
the factory in Lancaster, has been trans- 
ferred to the Chicago office and will 
assist Jack Keenan, manager, and J. R. 
Philip. Mr. Brown’s territory will be 
Kansas, Nebraska, Minnesota, lowa and 
the Dakotas. 

Mark Goldnamer, E. M. Rosenthal 
Jewelry Co., Washington, D. C.; Albert 
Haupman, Eisenstadt Mfg. Co., St. Louis, 
Mo; Herbert M. Gardner, L. & M. Kahn 











YESTERDAY 
TODAY 
TOMORROW 




















(N) BRAND GOLD SOLDER 


“The Best on Earth” 
All Qualities and Colors— 
Yellow, Green, White and 
Pink. Also—Fine Silver 
Solder in Varying Grades 
and Forms—Sheet, Rib- 
bon and Wire. 


Order from your Wholesaler 


F. H. NOBLE & CO. 


Manufacturer 
NEW YORK CHICAGO ATTLEBORO 




















SILVERTONE POLISH 


A liquid that is harmless to hands, health, or 
Silverware. No washing necessary before or 
after using. Free Sample will tell its own story. 
Address Silvertone 
1215 E. Republic St., Peoria, Ill. 











DOMESTIC 











4 LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenten, N. J. 
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& Co., New York, and A. C. Elliott, 


| 
| 


Gorenflo Co., Detroit, visited Chicago on | 


business last month. 


The first fall monthly meeting of the 
Chicago Jewelers Association was held 
at noon, Oct. 17, in the Illinois room of 
the Palmer House with about 60 members 
present. In the absence of President 
Howard Schaeffer, vice-president E. E. 
Marshall presided. After lunch routine 
business was transacted and committee 
reports read. 


Two discriminating thieves recently vis- 
ited the store of Harry Shalowitz, 4750 
W. Madison St., and secured between 
$4,000 and $5,000 worth of watches and 
jewelry. Mr. Shalowitz was taking mer- 
chandise from the safe and placing it in 
the cases when the two men entered and 
with a revolver forced him to a back 
room where they bound and gagged him. 
Leisurely they selected 13 trays of dia- 
mond jewelry and about 40 watches. 


Several of the jewelry “boy scouts” 
made a hike by way of autos to Long 
Beach, Indiana, on October 11 for the 
week-end. They occupied a large house 
there, with their own commissary depart- 
ment and mention golf and poker as some 
of their diversions. Those attending were: 
Tom O’Connell, Angus Colvin, Wm. Mar- 
tin, Albert Millard, Jack Keenan, Fred 
Kline, Mead Montgomery, Gus Weinfeld, 
Jack Casey, Herman Zalkin and Paul 
Bonebrake. 


Arthur C. Detrich, representing his 
father, John H. Detrich, wholesaler of 
plated silverware, 37 S. Wabash Ave., 
met an untimely death on Oct. 1, while 
making a business trip through Illinois. 
Accompanied by a school classmate in a 
car about midnight, they were trying to 
pass a truck when they ran into another. 
both receiving serious injuries. The ac- 
cident happened near De Kalb. Arthur 
graduated from the State University last 
spring and was 22 years old. He is sur- 
vived by his mother and father, John H. 
Jr., and a sister, Laura Jane. 


Marion Mercer, E.M., associated with 
the Rosenwald Industrial Museum, who 
came to be well known in the jewelry in- 
dustry through his assistance in creating 
the Diamond Mines Exhibit at the Cen- 
tury of Progress as a co-compiler of 
“The Story of Diamonds” which was is- 
sued by the Chicago Jewelers Association 
this year, died on Sept. 21 in a hospital 
at Guadalajara, Mexico. He had gone 
there to make mining surveys for a syn- 
dicate and was stricken with pneumonia. 
His remains were interred at Guada- 
lajara. 


Buck’s Jewelry Store is the name of a 
new retail establishment which has re- 
cently been opened at 1646 West. 95th 
St. in the Beverly Hills section of Chi- 
cago. Dr. A. J. Carroll shares the loca- 
tion as optometrist. Mr Buck’s new store 
is different in many ways from the usual 
jewelry store. He made all of the fix- 
tures himself and has introduced many 
unique ideas. Mr. Buck has been con- 
nected with the jewelry trade for a num- 
ber of years 
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Where to Buy 
IMPORTED 
China and Glass 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in steck for immediate delivery. Great 
variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Ine. 
Importers. 105-107 Fifth Ave., New York 











ROYAL CAULDON and COALPORT 
China and Earthenware 


ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 
EDWARD BOOTE ev Yorn.’ vy. 





SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winte Inc. 
49 W. 23rd St. New York, N. 





FINEST CRYSTAL 
TEMWARE 


"AT POPULAR (R PRICES. 


Stock and Import 


J. H. VENON, Ine. UAE 





THEODORE HAVILAND 


FING Bd need peugtenea 


—  MADDOOR 2 “Sons 
lish Earthenware 
“GENUI E quinesawans” 
All in New York Stock 








THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. ___ New York 





ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders filled immediately from 
ew York stock 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, A ae 
Jasper and Black Basa 
‘Trade- Mark en og 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 
English Bene Chima and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The outyace roduction 
wih. & PI RN CORPORATION 
104 Fifth Ave. New York, N. Y. 


hope 

Famous the World Over 

Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 Sth Ave., New York 
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REAL PROFITS 


pass your door daily unless you encour- 
age people to bring in their old gold, 


obsolete jewelry, etc. 


LET PEOPLE KNOW 


you can value their old gold. It can be 
handled profitably and with increased 
traffic into your store, your sales will 


show a real increase in volume. 





We can help you. 
Write for suggestions 











GO AFTER THIS BUSINESS 


We can serve you well when you have old 


gold to sell. Dee checks will please you also. 


SHIP DIRECT 
We do not employ traveling gold buyers 


co. 
PRECIOUS METALS 


Seri NN FERS © MANUFAC TIRE ks 








* 


OLD 
JEWELRY 


fre 4 


Accurately 
refined or 
estimated 


* 


Prompt Returns by 
check or money order 


SPYCO 
SMELTING AND REFINING CoO. 
MINNEAPOLIS, MINN. 


A neat window card “We Buy Old Gold” 
is yours for the asking. 























i‘ ° 
“1: You will enjoy your stay at 
~ the Bellevue ... you will 
enjoy its world famous cuisine 
... its smartly modern com- 
forts and appointments... 
its traditional hospitality. 


; Your engagements, theatres, 
shops, sports and transporta- 
tion are conveniently close by. 


RATES AS LOW AS $3.50 


iy 


BELLEVUE STRATFORD 


One of the World’s Great Hotels 
CLAUDE H. BENNETT, Gen. Mgr. 























East WASHINGTON STREET CHICAGO. ILLINOIS. 
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Friction in Watch and Clock Mechanisms 


and Its Reduction 


By JOHN J]. BOWMAN 


Chairman of the Educational Committee of the Horological Institute of America 





OTHING is more familiar to watchmakers than the 

necessity for oiling the acting parts of watches and 
clocks, to reduce friction to the minimum. Much of the 
time devoted to the daily task is spent in cleaning and 
oiling timepieces, in the never-ending warfare against the 
evils of friction. But there is evidence, seen in the ways 
in which some workmen use oil and do other work, to 
show that the true nature of friction and the most effec- 
tive ways to combat it are frequently misunderstood. So 
it is believed that an article explaining the underlying 
principles of friction and lubrication will be helpful to 
many who are now working more or less in the dark; 
doing things without knowing exactly why; making prac- 
tical mistakes through having to work by mere rule-of- 
thumb; and missing the deep satisfactions that are en- 
joyed by those who do their work intelligently. 

The every-day usefulness of knowledge of the elemen- 
tary laws of friction might be emphasized by trying to 
answer these practical questions: (1) Why must all of 
the pivots in the main train of a watch be oiled, but none 
of the pivots in the dial-train? (2) If oil is necessary on 
pallet stones, why is it not used on the roller jewel? 
(3) Why must oil be used on escape-wheel teeth, but 
never on train-wheel teeth? (4) In high school physics, 
we are taught that “the amount of friction depends upon 
pressure of parts in contact; and does not depend upon 
the areas of surfaces in contact.” Then why do designers 
of the best watches reduce surface areas by beveling 
escape-wheel teeth, and by introducing olive-hole jewels? 
The reasons for all of these seeming contradictions are 
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understood clearly when one knows the laws of friction 
and lubrication as applied in horological mechanisms. 
With such knowledge, mistakes in doing practical work 
may be avoided. There is another good argument for the 
value of knowledge of underlying principles. The im- 
provements in the mechanisms of timepieces have always 
been, and always will be, made by those who know not 
only “how,” but also “why” things are done in certain 
ways. Again, who is the man who finds real happiness 
in his work, and not merely the bitter bread of existence? 
It is he whose knowledge of his work goes deep enough 
to color it with something like romance, and this is what 
raises labor above drudgery. 

So now let us see what principles of mechanics underlie 
the everyday work of cleaning and oiling watches and 
clocks. In this, no more will be undertaken than can be 
told in simple terms; the fuller theory and the mathe- 
matics of friction may be further studied, if desired, in 
engineering textbooks, or in works on advanced theoreti- 
cal mechanics. 


FricTion Is THE EFFect PropucepD WHEN Two Sur- 
FACES Move IN ConTACT WITH EacH OTHER 


The effect produced when two surfaces move while 
in contact with each other, is really threefold; friction 
(1) consumes (wastes) power; (2) causes wear; (3) 
resists the movement of the surfaces on each other. 

Friction is sometimes thought of as something en- 
tirely evil. But consider the third aspect of its effect— 

















The ebove picture is a section of our PLANT, showing two skilled employees reducing Jewelers’ Sweepings. Each ship- 
s processed individually in furnaces of various sizes to suit the particular needs of each delivery. 














SWEEPS 


FILINGS 
POLISHINGS 
SETTLINGS 
CRUCIBLES 
SOLUTIONS 


REFINED 
ACCURATELY 


We Sell 


FINE GOLD . . SOLDERS 
KARAT GOLDS . . SILVER 
SHOT . . and various forms 
of GOLD — SILVER and 
PLATINUM 








GOLD SCRAP 
purchased 
by 
estimate or assay 
Immediate cash 











St. Boston, Massachusetts payment 

















IL EASTE PN SMELTING & REFINING CORP. 








167-109 W. Brookline 
Ce" 7 Years of 


Refining Service 


Precious metals to 
meet requirements 
of jewelry manufac- 
turers. 











Producers of 
GOLD-SILVER 


HONEST 


Pp 
Mo PLATINUM 
eat and their 
_ ve alloys . . 





2 FIAGSTOZ a son 


"REFINERS and ASSAYERS 
709 Sansom St. 
PHILADELPHIA 
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(Arthur T. Hagstoz) 





YOUR NEW YORK 
Headquarters 


You pay no premium to enjoy 
the full comfort and luxury of 
the famous Hotel Lexington. 
That’s why men and women 
of the jewelry industry select 
this hotel as their headquarters. 
) Pleasant, airy rooms. Both tub 
and shower baths. Circulating 
ice water. Full length mirror. 
Bedside and dresser lamps. Radio. Unexcelled service and 
courtesy, four popular-priced restaurants, famous orchestras 
play nighily in the Silver Grill and the handiest location in 
New York...Only 3 blocks from Grand Central Station. 
Single rooms as low as $3 a day, double rooms $4 and up. 


HOTEL LEXINGTON 


48TH STREET AT LEXINGTON AVENUE +» NEW YORE 
Charles E. Rochester, Manager 
Directed by National Hotel Management Co., Inc. - Ralph 


Hitz, President. Hotels Book-Cadillac, Detroit: Netherland 
Plaza, Cincinnati; Adolphus, Dallas: Van Cleve, Dayion 
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its resistance to motion. In many things in the watch- 
maker’s work, this resistance to motion is useful—indeed 
indispensable. It is the friction between belting and 
pulleys that drives your lathe. The friction of chuck 
jaws holds the metal blank against the force of the cut- 
ting tool while you turn staffs or set jewels. 
through the friction of cannon pinion on center post 
the dial-train is turned. The hands of timepieces are 
held in place by friction. So we see that instead of 
being entirely the “black beast” of horology, friction 
in the right place is a valuable servant indeed. 

But the first-mentioned two aspects of friction—its 
wasting of power and causing wear of parts, are ob- 
viously grave disadvantages in the action of mecha- 
nism; and the efforts to diminish these two evils has 
called for no end of study on the part of inventors and 
designers of watches and clocks. Then, too, a large 
part of the labor of keeping watches and clocks in con- 
dition for good service comes under the heading of fight- 
ing friction. It is upon these evil aspects of friction, 
therefore, that we must fix our attention. 

An unpolished piece of metal or stone or other sub- 
stance is seen by the naked eye to have a surface com- 
posed of elevations and hollows which, if magnified suf- 
ficiently, suggest the hills and valleys in a rough bit of 
country. The pivot of a balance staff, as left by the 
graver after turning it to shape, if placed under a strong 
microscope, may resemble a ploughed field with its fur- 
rows. After grinding this pivot with a lap, the micro- 
scope will show the furrows flattened off, and the sur- 
face pitted evenly with small dents, each made by one 
of the grains of abrasive used on the lap. Now the 
polishing lap may be used, after which the polished pivot 
will appear, to the eye or under an ordinary loupe, to 
have a surface absolutely free from irregularities. But 
under the highest magnification, even this surface is seen 
to be covered with exceedingly fine pits and higher points. 
This same magnification would show the keenest razor 
blade to have teeth like a saw, although to the eye it 
seems to have an edge remarkably straight and smooth. 
So it must be said that there is no such thing as a sur- 
face really free from irregularities. A polished surface 
can be considered perfectly so only in a relative sense. 
The hills and valleys are always there, higher and deeper 
in unpolished surfaces, and only less so in the most highly 
polished piece known to craftsmanship. 

When two objects lie against each other, the irregulari- 
ties in their surfaces fit into each other—they interlock. 
An attempt to move the objects must result in some of 
the projections—the highest ones—being crushed and 
broken down, and some of them overridden, before any 
movement of the objects can take place. A very simple 
experiment may be made to illustrate this. Take two 
pieces of rough unplaned wood, and, after pressing their 
“unpolished” surfaces together, slide them on each other. 
Now you will see, right before you, each one of the three 
aspects of friction. Motion will be resisted; power will 
be consumed (or wasted) ; wear of the surfaces will take 
place. The first two effects will be felt in the muscular 
effort you must make to move the blocks; the third 
effect—wear of the surfaces—is seen in the many bits of 
wood that will fall like sawdust from between the blocks. 

So much, for the present, for the effects resulting from 
friction. It is now in order to explain that there are 
several different types of friction that must be consid- 
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ered in the action of the mechanism of watches and 
clocks. These three types of friction are (1) sliding 
friction; (2) rolling friction; and (3) fluid friction. 

Your experiment with the wooden blocks was an 
example of sliding friction, which, as its name implies, 
is friction between two solid bodies sliding on each other; 
and this produces in the greatest degree the effects of 
triction. 

Now take a piece of wood of a more or less round 
shape and roll it along on one of the blocks that were 
used to illustrate sliding friction. You will see and feel 
that in this action there is developed a form of friction 
quite different in its nature from sliding friction. The 
name of this is of course rolling friction. Not only will 
the round piece of wood be much easier to move as it 
rolls, but there will be very little of the effect of tearing 
off bits of wood from the surfaces in contact—that is, 
very little wear, because the irregularities “‘ride on’ each 
other instead of being torn down. So here there is im- 
mediate proof that rolling friction (1) consumes and 
wastes less power, and (2) causes less wear, than sliding 
friction. 

At this point, I suggest that you take a watch move- 
ment of usual construction, and examine all of the parts 
that move against each other in frictional contact. Be- 
ginning at the barrel, it will be seen that between the 
coils of the mainspring there is sliding friction; in the 
train, all of the pivots turn in their bearings with sliding 
friction; the wheel-teeth move against the pinion-leaves 
with rolling friction; the escape-wheel teeth act on the 
pallet stones with sliding friction; the roller jewel works 
in the fork slot with a combination of rolling and sliding 
friction; in the dial train the frictions at pivots, and be- 
tween teeth and leaves, are the same as at these parts 
in the main train, but with the important difference that 
the dial train acts as an “idle” train, without the pres- 
sures that are present in the action of the main train. In 
the difference between the types of friction present at 
these different parts of the watch, will be seen the main 
reasons why some parts should be oiled and other parts 
not oiled. This will be explained in practical detail 
later on. It should be made plain, by the foregoing, why 
designers of timepiece mechanism, down through the 
centuries, have striven to shape gearing and escapement 
parts so as to have as little sliding friction, and as much 
of the friction to be of the rolling type, as possible. 

Now that it is understood what friction is, and wherein 
and why its effects are evil, the place has come in this 
discussion to consider all of the means that have been 
discovered to reduce friction to the minimum. These 
means may be classified as follows: friction can be bes- 
sened by: (1) selecting certain materials out of which 
to make acting parts, such materials as experience has 
taught us will work together with the least amount of 
friction; (2) by polishing the frictional surfaces as highly 
as possible; (3) by lubricating the acting surfaces. 

As to selection of materials, what experience has estab- 
lished as correct in this, may be seen by simply inspect- 
ing watches and clocks of good quality, and noting what 
the various parts are made of. It will be seen, in a gen- 
eral way, that the choice is made of one hard substance 
and another softer one, to work with each other. Where 
the action of parts is continual, two pieces made of iden- 
tical material are not found in use together. One does 
not see, for instance, hard steel pivots running in hard 











steel bearings; nor sapphire against sapphire; nor brass 
with brass. But it has been found both to satisfy con- 
ditions as to friction, and to suit manufacturing condi- 
tions, to use hard steel with still harder stone; and hard 
metal with a softer metal, and so on. The combatting 
of friction begins with selecting the most suitable ma- 
terials for making the parts of timepieces. 

The next means employed to reduce friction has already 
been stated to be polishing of the acting parts. The need 
for this, and its effect, might be easily demonstrated by 
going back to the crude experiment with the wooden 
blocks. If the rough surfaces are planed smooth, and 
then rubbed together with some pressure, they will be 
found to move on each other with the expenditure of 
much less force than before they had been planed smooth. 
Besides this, there will be seen much less, and much 
finer particles, of wood falling away from between the 
blocks. This shows that by planing—that is, polishing— 
the surfaces, there is less power wasted in moving the 
parts, and less wear. This is exactly what is accom- 
plished by giving the highest possible polish to metal 
and stone surfaces used in frictional bearings. What is 
effected by polishing is the reduction of the height of the 
irregularities of the surfaces, which then do not engage so 
deeply with each other, and do not present so much ma- 
terial that has to be torn down to permit motion—the 
result being economy of power and avoidance of exces- 
sive Wear. 

After proper materials have been chosen for parts, then 
these highly polished, the third and final means toward 
minimizing friction is found in lubrication. Going back 
once more to the demonstration with the blocks of wood, 
try the effects of moving the planed blocks on each other 
as before; then on the lower block, spread a layer of 
bird-shot. Now compare effects; you will find that 
even when the blocks are held together with all of the 
pressure that can be exerted, they will move on each 
other with astonishing ease; and there will be no wear 
of the surfaces, shown by the fact that no particles of 
wood will fall out from between the blocks. The little 
balls of shot represent perfectly what happens when oil 
or other lubricant is placed between two moving sur- 
faces. A lubricant is a substance that is composed of 
molecules that roll on each other, like balls. These mole- 
cules form a layer that separates the frictional surfaces 
slightly from each other, preventing even the microscopic 
roughnesses of well-polished surfaces from engaging with 
each other. The molecules roll easily on each other, 
and form what may be looked upon as a ball-bearing 
between the parts that have to move in mutual contact. 
*It is in connection with lubrication that the third 
variety of friction, that was mentioned along with sliding 
friction and rolling friction, must be considered—the 
variety known as fluid friction. Fluid friction is the 
friction of the molecules of a lubricant, as they roll upon 
each other. What this friction amounts to depends 
upon the physical nature of the lubricant, when it is 
fresh, and upon changes that take place in the lubricant 
as time goes on while it is in use. It is these changes 
that make it necessary periodically to clean watches and 
clocks and reoil them. The fluid friction of lubricants 
increases as they thicken by evaporation and by gather- 
ing foreign matter such as dust from the air, particles 
worn from the moving parts, the products of chemical 
action in some cases in the lubricant, and so on. 
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Before taking up in detail the subject of the various 
lubricants used in horology; what their physical proper- 
ties should be and how to determine these; and where 
and how lubricants should be applied, it will be neces- 
sary first, for a thorough understanding of all of this, 
to study the mechanical principles involved in the design 
of certain parts of timepieces. Parts to which oil js 
applied may be given forms that can have much to do 
with efficient lubrication; and the watchmaker needs to 
know about these forms in repairing watches, just as wel] 
as the manufacturer does in making them. 


(To be continued) 


Helping the Retailer Sell 


Of all the services offered to the dealer by the manufacturer 
of nationally advertised merchandise, one of the most practical 
helps is the prepared advertising material designed to be of 
aid to the medium size and small merchant. Cost of production 
often makes effective color work impossible for the jeweler with 
a limited advertising appropriation, and while he would like 
to be just as aggressive as the department store and other com- 
petitors in his sales promotion, the expense won't permit it. 
The manufacturer, on the other hand, serving the retail trade 
as a whole, is in a position to prepare smart mailing pieces 
in volume and offer them to his retail outlets with space al- 
lowed for imprint of the jeweler’s name. 

An outstanding job of this kind has been done by the Inter- 
national Silver Co. as a part of its holiday selling program. A 
full color “self-mailing” brochure bearing the heading “What 
to give for Christmas suggestions” illustrates 20 fast-moving 
items of dominant popularity as Christmas gifts. Less than 
half of these items are products of the International Silver 
Co., the remainder being the latest models of men’s and women’s 
wrist watches, diamond rings, a clock, a lighter, and a pen 
and pencil set. Each item illustrated is accompanied by a de- 
scription and price range is given. Silverware shown includes 
sets of 1847, Wm. Rogers & Son, children’s sets, dresser sets 
and a cocktail shaker. Selection of the items, it is said, was 
made after thorough investigation of the jewelers’ needs by 
consultation with wholesalers and retailers. The silver items 
shown coordinate with the intensive consumer advertising cam- 
paign to appear this month in leading women’s magazines. 

The Gorham Co. offers an effective sales letter on silverware 
brightly illustrated with sketches in color of the various cos- 
tumes of the world. Copy appeal stresses the thought that as 
these costumes do not harmonize when shown together in hodge- 
podge fashion, so also, table appointments must be perfectly 
matched to be truly attractive. The letter invites the prospect 
to visit the store of the jeweler who signs the letter, to discuss 
table appointments and to see an array of Gorham silver. An- 
other effective piece exploits this company’s plan every six 
months to fill orders on inactive patterns without the customary 
die charge. The 33 patterns in this class which date nearly 
as far back as 1831, when Jabez Gorham started in business, 
are illustrated and the suggestion is made that the possessor of 
any one of them take advantage of this opportunity to secure 
additional pieces at small cost. A folder illustrating 27 active 
Gorham patterns is also included in this mailing, with com- 
plete current price information according to design and weight. 

A useful direct-by-mail Christmas advertising service is 
offered by the Lasky Co., printers, 220 Elizabeth Ave., Newark, 
N. J. This folder is artistically designed in red and black, 
and illustrates a wide selection of jewelers’ merchandise, includ- 
ing authentic pictures of currently popular items. The piece is 
arranged so that the jeweler’s name may be printed on the 
front and back of the folder. Items shown include flat and 
hollow ware sterling and plated silver, clocks, men’s jewelry, 
lighters, a desk set, a dresser set, a number of ladies’ and men’s 
watches, and a good selection of diamond rings. A strikingly 
decorated envelope is used for mailing. These folders are 
offered to retail jewelers for exclusive use in their communities, 
by the Lasky Co., 220 Elizabeth Ave., Newark, N. J. 
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The Jewelry Trade—A Statistical Review 


APPARENT 
(From page 49) CONSUMPTION 
1929 PRODUCTION IMPORTS EXPORTS WHOLESALE 
Clocks and Watches, Parts and Materials......... 77,467,111 16,132,797 3,102,702 90,497,206 
MeEPeEMGEC, FIMCEWRTC, C60. 20s. 5.5 i we cieed Se. Soins 85,882,325 4,422,326 2,409,868 87,894,783 
Watch Cases ............ 13,491,045 annem anata 13,491,045 
Jewelry I Ce ee A ee ee 177,386,932 4,719,105 1,613,411 180,492,626 
Precious Stones and Imitations........... — 74,695,286 $9,161 74,606,125 
JL S| SRR ET CREE ee CR CT Tee eT $99,969,514 $7,215,142 $446,981,785 
Possible Retail Selling Price.........:.......cec.e08 $744,909,640 
1927 
Clocks and Watches, Parts and Materials......... 71,783,468 15,104,706 3,221,349 $3,666,825 
Giiverware, Plateware, ec. .... 0c. ccc cscs ccecccccsees 87,162,348 1,298,257 2,949,997 $5,510,608 
Watch Cases ......... 13,724,703 cannes cmon 13,724,703 
Jewelry ........ 5 ae ora ween ans ew aE aie Be ne eae Oa re la aes 164,865,057 8,843,632 1,177,145 172,531,544 
Deassous Stomen and ImMitatione. « ......i. cc cies cc ccccicveccsucsceawes —- 66,426,333 87,291 66,339,042 - 
PRIMER 6: 3°<: a: bea sic Dalal ona ore Waal aaea mm aie ade ea eae $337,535,576 $91,672,928 $7,435,782 $421,772,722 
eet “Seenle GON ROR. | ao wie. ocdecksd@nedeansceawawesc. $702,954,540 
1925 
Clocks and Watches, Parts and Materials.......... 66,996,518 12,931,163 3,796,521 76,131,160 
Silverware, Plateware, etc. 85,034,251 997,933 2,021,141 $4,011,043 
Wrateh Cases ......... 14,793,211 a ee 14,793,211 
Serer recor ree re rere ee rec 166,816,370 6,330,577 975,015 172,171,932 
Precious Stones and Imitations............... — 73,290,361 39,823 73,250,538 
I ais one + ds Chav ineeneweenmers cadence ...... $333,640,350 $93,550,034 $6,832,500 $420,357,884 
Possible Retail Selling Price........ $700,596,470 
1923 
Clocks and Watches, Parts and Materials...... 60,472,713 12,028,002 3,169,297 69,331,418 
Silverware, Plateware, etc................. 81,105,227 7,113,730 961,153 87,257,804 
IE GN ses orld ie Sane een wpaimer nee Cea eae ee 17,817,046 oe ae 17,817,046 
EET TERE eT CET EC Cee fre eer hee Cre 174,033,912 2,015,501 538,892 175,510,521 
Precious Stones and Imitations.... oe 75,547,334 106,090 75,441,244 
TOTAL see.se- $333,428,898 $96,704,567 $4,775,432 $425,358,033 
amemte Wetasl Gali Peee s «oes s.ohos Sele has mae ecntenneste $708,930,050 
1921 
Clocks and Watches, Parts and Materials... 43,233,020 10,740,868 2,734,753 51,239,135 
ERVGR WE: PUNMNEE: COB soos ok dee sarnet cow cmeves seer useuus 58,354,945 3,839,637 708,591 61,485,991 
NN ee Tre reer ee Tee rT ee 13,805,957 — — 13,805,957 
Jewelry ....... CT er Pe CON ee 127,230,777 1,006,709 311,912 127,925,574 
peace Giates OGe TMIGONS. ... . «66s c cce dt. cewencdcwccons —. 37,269,926 28,425 37,241,501 
TN. 6 hh bos howe wr nencigdhesdceedeeucntn aaccernen -. $242,624,699 $52,857,140 $3,783,681 $291,698,158 
Deetle MUUUMIN GOUee TRIG S oo i sieicciic celsewecnecteceeuccewcess $486,165,260 
1919 
Clocks and Watches, Parts and Materials...... 56,766,186 12,379,599 4,071,434 65,074,351 
RORURaNe MOI GBB. 5c cc coined cecécuteenaccdecusmemeese - 70,760,718 3,048,977 944,369 72,365,326 
NI NN, rr er, a gia a his Le Wale a MU MAAR Rae TERN 19,618,773 os a 19,618,773 
ee tee eT Tee Te oe Core Te re ee 203,939,230 543,814 1,440,146 203,042,898 
Precious Stones and Imitations...... — 103,437,961 53,217 103,384,744 
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CLOCKS AND WATCHES: 



































Description of the industry:—This industry classification covers establishments engaged primarily in the manufacture of .clocks, watches, and clock and 
watch movements; time recording clocks, instruments, and stamps; time switches, time locks, etc.; and clock ard watch 
materials and parts, except watchcases. 

Description of the imports:— Clocks, watches, clockwork mechanisms, and parts. : 

Description of the exports: — Electric clocks (1933 only); 1-day alarm clocks; mantel and novelty clocks; wall clocks; other clocks and parts; watches 
without jewels; watches with jewels; parts of watches. 


SILVERWARE, PLATEWARE, ETC.: 
Description of the industry:—This industry classification embraces establishments engaged primarily in the manufacture of silver-plated or other 


(Please turn to page 127) 
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“SILICOSIS IS INCURABLE— 


(LUNG DISEASE) 














A MORTAL ENEMY?’*~ 


’ 


—says High Insurance Authority. 


Don’t wait a minute longer than is necessary when 
the question of your health is involved. 


A little dust is sneaking into your lungs daily—whether 
you do the polishing personally or not, is not the point— 
if you are in the room or near the room where polishing 
is done, then you get this dust into your lungs. PRE. 
VENT IT WITH 





LEIMAN BROS. PATENTED 
POLISHING 
DUST COLLECTOR 


NEW $@ » WITH ELECTRIC 


a HEAD 
MODEL WITH MANY NEw IMPROVEMENTS 


These outfits are just what boards of health, labor de- 
partments and others charged with responsibility for the 
health of workers have always advocated—To the pro- 
prietor they cost little, less than what you spend daily 
for car fare, or a cigar, or any other trifle. 

They make a neat and clean workroom possible and they 
save precious metallic particles in the dust that may be 
refined, paying for the machine over and over again each 
year. 


LEIMAN BROS., INC. 


138 Christie St., Newark, N. J. 
LEIMAN BROS. New York Corporation, 23 Walker St. 
MAKERS OF GOOD MACHINERY FOR 45 YEARS 























LOUIS COLMES 


THE JEWELERS’ 


AUCTIONEER 


1235 6TH AVE. 
NEW YORK CITY 


PAST PERFORMANCES 
SPEAK FOR THEMSELVES 


We not alove raise you immediate 
cash, but increase your clientele 
and friendship with the people of 
your community. 


No sale too large or too small. 
All Correspondence Treated 
Strictly Confidential 


Trade and Bank References 
Furnished Upon Request 





WRITE or WIRE 














SMELTING & REFINING CO., 





“THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 








‘Minneapolis,Minn. 





Dept. C Peoria, Ill. 
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WORKSHOP NOTES € © 


RACELET WATCH.—Sometimes when trying the 

escapement adjustment of a bracelet watch, working 
the lever with tweezers, without the balance in, I find 
that, when unlocking and lifting are completed, and the 
lever is almost against the banking on the other side, the 
escape wheel tooth will come in contact with the end or 
lifting part of the opposite pallet, throwing the lever back 
instead of causing it to finish its arc. In such cases, what 
should be done to get the escapement into proper adjust- 


ment? (Question No. 4968.) W. E. B. 


Answer—What your description indicates is that the 
escapement is shallow—that is, it has insufficient locking- 
depth; causing the escape wheel tooth on either side to 
fall on to the lifting-face instead of the locking-face of 
each pallet. To correct this fault, the pallet-stones must 
be reset-—moved nearer to the escape wheel—to deepen 
the lock, provided the pallet-arbor pivots fit their holes 
with no excess side-shake, and provided also that the hole 
jewels, if the watch is jeweled, are tight in their settings. 
Worn holes, or loose jewels, frequently cause apparent 
defects in escapements; and the smaller the watch, the 
more likely is this to be the case; so it is important to see 
to it that the side-play of balance- and escapement-pivots 
is no more than sufficient to insure freedom of action. 


LEANING WRIST WATCH.—An argument has 

come up in our shop, and we would like your advice 
to help settle it. In cleaning a small wrist watch, is it 
better to remove the mainspring from the barrel, or to 
leave it in, and clean it as follows: Immerse spring in 
barrel, in high-grade benzine; dry it over an electric 
lamp; oil by application on the tops of the spring coils. 
One workman claims this saves time and breakage of 
springs, and is the better way; another workman says just 
the contrary. Which is right? (Question No. 4969.) 

LC 


Answer—The watchmaker who insists on removing 
the mainspring for cleaning is unquestionably right. The 
reasons why it is wrong to do the job the other way are 
that it is impossible to thoroughly clean the old oil out 
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from: between the spring coils that way; and it is also 
impossible in that way to see whether or not the spring 
is “set”—the coils too close together after the spring is 
relaxed, requiring a new spring to get good timekeeping 
from the watch. One of the places where good oil is most 
needed is between mainspring coils, where friction is of 
very great effect. The only way to insure proper oiling 
is to clean the released spring of all old oil; many good 
workmen oil springs then by rubbing the spring-coils with 
a piece of clean rag soaked in oil; although it is all right 
to oil springs after they are replaced in barrel, by applying 
oil on the tops of the coils. In replacing springs it is 
important to use a mainspring winder; this, instead of 
coiling the spring into the barrel with the fingers, pre- 
vents distortion of the spring and undue breakage from 
that cause. 


LOCK.—Please give me a description of the Thomas 
Wagstaff clock in the next issue of THE JEWELERS’ 
CircuLAR-KEYsTONE. (Question No. 4970.) O. J. R. 


Answer—Your question suggests that you are under 
the impression that there is a certain type of clock that 
was originated by Thomas Wagstaff, and you desire a 
description of it. Except that Wagstaff made many clocks 
of plain rather than ornate exterior, he did not originate 
any particular type of clock, but made his movements of 
the customary kinds of the period during his career. The 
fact that he made plain instead of highly ornamental cases 
for his product is explained by our knowledge that he 
was a Quaker, and that much of his patronage was from 
members of the Society of Friends, who preferred un- 
ostentatious things for furnishing their homes. Wagstaff 
was in business between 1766 and 1794, at 33 Grace- 
church Street, London, England. He was a maker of both 
clocks and watches, and stood high among the best crafts- 
men of his time. Specimens of his work are in some of the 
best collections in the world. Among these is a repeating 
watch in the J. Pierpont Morgan collection; and another 
of his watches was in the Evan Roberts collection in 
England. Clocks of his make are heirlooms in some of 
the prominent old Quaker families in America and En- 








James L. Hand 


America’s Leading J ewelry 
Auctioneer 


87 Nassau Street 
New York, N. Y. 


nin nnn nn Mn mm 
Phone, COrtlandt 7-8693 


ie iF I S 4 ‘ ™ Cable Address, Hand-Sale, New Yor. 
STRICTLY ETHICAL AUCTIONS 
Conducted for Jewelers 
“4 Executors, Trustees, Receivers, Banks,Trust Companies, 
y United States and Canadian Courts. NO STOCK TOO 
a on TOO SMALL. Write for “HAND” book on 


Liu : INQUIRIES TREATED CONFIDENTIALLY 


















































HERE are few older Ameri- 

can business institutions 
than the oil refinery of Wm. 
F. Nye, Inc., in New Bedford, 
Mass. Established for 90 years, 
this firm produces only the 
finest watch and clock lubri- 
cating oil, using the crude 
porpoise jaw oil from their 
own fisheries and employing 
the most scientific refining 
methods developed through 
years of experience. 


Nye’s Oil—100% American 
from “fish to finish.” 


Manufacturers would 
not recommend us to 


their friends if they 
were not satisfied 
themselves. 





Laan TT TT TTT 


WM.ENYE inc. NEW BEDFORD, MASS. 
Soe ESTABLISHED ee 164-4 ea 














Send us your 


SW . F we OLD GOLD, SILVER, PLATINUM 
Gold Filled Cases, Optical Scrap, Etc. 
P Prompt and accurate returns Guaranteed 


We are now paying 6%¢ per kt. 


~ 4 Generations of Service 

M FE #) FE R a N. L. SHTEINSHLEIFER = sme rer 
78 Bowery, New York City REFINER 

BIRMINGHAM, ENG. Pea eee 


size....25¢, per gross of one size... .$2. 

Hole Jewels for Swiss watches in assorted sizes from 4% to 10'/2 ligne, 
per gross... .$1.50. 

Superior quality of Finished Cylinder Staffs of 16 numbers for ladies’ 
bracelet to 16 size pocket watches with or without brass. Per dozen of 
ve oreo Neate a boxed assortment of ene gross of 16 separate num- 
ers... .$10.00. 


Se TTT MMMM MMMM TTT Shipped C.O.D. or against payment in advance. Postage added. 


H. KURI - 37 Maiden Lane ~- New York, N.Y. 


(Established since 1916) 


























THE DISEASES OF THE EYE 
JEWELRY AUCTIONEER By Charles H. May, M.D., New York. For students and 


general practitioners, with 377 original illustrations, in- 


with a national reputation for cluding 22 plates with 71 colored figures. Eleventh edition, 
conducting legitimate and prof- revised. Cloth, 440 pages. Price, $4.00. 
itable auctions for jewelers. My THE OPTICAL JOURNAL & REVIEW 


8 : : 239 WEST 39TH STREET, NEW YORK 
ability, combined with knowl- 


edge of merchandise, enables 
me to guarantee dollar for dol- 














lar or better to clients. My high class methods Save Oxygen! 
rotect future reputation of s . sal; Send us your regulator for overhauling. 
P li " P at es tore - I specialize Your savings will quickly repay on 
in selling jeweler’s own stock. Write—Wire small charge. We'll lend you one to use 
meanw e. 





toward getting new model. 


EDWARD R. TYLER ne Ask about allowance 
6237 Champlain Ave., CHICAGO | ke Inc. 122 Fifth Ave., New Yerk City 
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gland. Any clock or watch of his make may be considered 
valuable just for the reason that he was its maker. 


EVER ESCAPEMENTS.—What book can you rec- 
L ommend as the most complete explanation on the sub- 
ject of adjusting lever escapements? (Question No. 
4971.) M. L. S. 

Answer—The most thorough treatise on lever escape- 
ment adjusting obtainable today is “The Escapement and 
Train of American Watches,” by T. J. Wilkinson, pub- 
lished by THE JEWELERS’ CircULAR-KEysTONE, 239 
West 39th St., New York; which is sent postpaid any- 
where in the United States for $5. 


USTING OF ENGRAVERS’ TOOLS.—Can you 
tell me how to prevent rusting of engravers’ tools? 
(Question No. 4972.) N. L. 
Answer—The formation of rust on steel tools is for 
the most part due to acid in the perspiration of the work- 
man’s hands. Obviously, either the acid must be counter- 
acted, or the tools kept more or less coated with some 
protective film. Perspiration acid may be to some extent 
neutralized by rubbing the hands with a lump of alum. 
Or the tools may be rubbed after using with a rag 
dampened with oil, before laying them away. If neither 
of these methods is agreeable, it would be possible to get 
results by having the tools electroplated with any non- 
rusting metal such as nickel or copper. 


NGRAVING.—We have been doing a good deal of 
engraving on Monel metal rings that are brought in 
to us, and are very anxious to know something about this 
metal—what it is made of, and what are its uses and 


advantages. (Question No. 4973.) G. J. CO. 


Answer—Monel metal is an alloy composed of 65 per 
cent nickel, 30 per cent copper, 3 per cent iron, and small 
percentages of manganese, silicon and carbon. Its advan- 
tages are a high degree of malleability, toughness, and 
strength; and besides these qualities, it will not rust or 
otherwise corrode in contact with damp air, or even with 
salt or acid solutions. It is easily filed, turned, rolled and 
otherwise worked to shape. Its uses are too numerous to 
list; a good way to state these is to say that any use is 
advisable for it that calls for the qualities listed above. 


Method Used by H.I.A. to Certify Watchmakers 


— authority for establishing the examination and 

certification of watchmakers by the Horological Insti- 
tute of America is contained in the Constitution under 
the title, “Objects of the Institute.” 

This section reads: “To establish a system of varying 
attainments of watch and clockmakers and to issue graded 
certificates to such applicants as shall, through careful 
examination, demonstrate their worthiness to receive 
them.” 

Nearly every profession has some standard of merit by 
which its members may be judged. The diploma of a 
doctor or lawyer indicates that he has subjected himself 
to some course of study or test. Up until the time of the 
establishment of the Horological Institute of America, 


‘THE JEWELERS’ CIRCULAR—KEYSTONE 
for November, 1935 


1 


1 





the watchmakers of this country had nothing to show the 
public that they were proficient. This certification plan 
was set up and certificates issued to aid such men and give 
assurance to the public that their good watches were in 
the hands of workmen qualified to repair them. 

This certification is accomplished through examinations 
which consist of two parts—first, a practical examination 
wherein the applicant must actually make such repairs as 
are specified by the Examining Board and, second, a 
written examination which covers practical questions. 
Stress is laid upon the practical examination. 

To assure the Institute that these examinations are 
conducted fairly and honestly, they are supervised by 
vouchers and monitors. The voucher is an approved 
watchmaker, who supervises the actual work of. the prac- 
tical examination and all unfinished work is left in his 
possession until completed. The monitor receives the ques- 
tions for the written examination from the Institute and 
gives them to the applicant when he reports for’ his 
examination. While the applicant is given the right to 
select his own voucher and monitor, they are subject to 
the approval of the Examining Board, which assures itself 
through careful investigation that these men have the 
necessary qualifications. The recent establishment of the 
regional vice-presidents and their assistants is to aid in the 
supervision of these examinations and it is further thought 
that the cooperation of the different horological associa- 
tions will materially help in the conduct of them. 

There are two grades of certificates issued, the junior 
watchmaker and certified watchmaker. The junior watch- 
maker, in addition to the written examination, is -re- 
quired to repair a 12 or } size watch having 15 or more 
jewels. These repairs include cleaning, fitting ready-made 
material, such as balance staff and jewels, mainspring and 
truing and poising the balance. This watch is tested after 
repair for its timekeeping qualities and is required to be 
within a reasonable limit for its grade. 

The certified watchmaker, in addition to the written 
examination, is required to repair two watches, a 12 or 
16 size having 17 or more jewels, and a bracelet watch, 
size 634 ligne, rectangular or oval, or a 10% ligne round 
or smaller. This watch must have a cut balance and 15 
or more jewels. He must also set jewels in a sample 
plate. This examination covers the making of balance 
staffs, setting all types of jewels, making of springs, re- 
placing pallet stones and roller jewels, rebanking the 
escapement, fitting a hairspring and reshaping the over- 
coil. After repair, the pocket watch is run to five posi- 
tions with a maximum variation of 20 seconds between 
any two positions. The bracelet watch is run to three 
positions with a maximum variation of 90 seconds be- 
tween any two positions. All watches in both grades of 
examination are tested for accuracy by the Bureau of 
Standards. 

Should the applicant fail in any part of this examina- 
tion, he is given an opportunity to repeat it, should the 
Examining Board deem it advisable. However, in all 
cases of failure, the applicant is encouraged to study and 
try again. 

There are a number of books that will help those who 
wish to improve themselves or who desire to study in 
preparation for the examination. A list of books has been 
prepared by the Bureau of Standards, known as Letter 
Circular No. 442, which can be had upon application. 






































































Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word, 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cever postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 


dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 ‘W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Ill. 





WATCHMAKER, 33, thoroughly experi- 
enced, repairing all makes of clocks 
and watches, including electric clocks, 
seeks permanent position. Carl De 
Lisi, 2266 E. 7th St., Brooklyn, N. Y. 





EXPERIENCED WATCHMAKER, clock 
and jewelry repairman, desires position 
with reliable firm; best of references. 
come Dugan, 316 Laurel Ave., Olean, 





YOUNG MAN, 28, neat, cleancut, 12 
years’ retail experience, seeks steady 
position with cash or credit store; ref- 
erences. A. Esacoff, 911 So. Boulevard, 
Bronx, , 2 





FIRST CLASS WATCHMAKER,_ 18 
years’ experience on hygrade and all 
kinds, especially wrist watches; do good 
engraving. Address “H., 3531,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, age 24, seven years’ 
varied experience in jewelry line; 
knowledge of typing, bookkeeping, stock 
records; A-1 references. Address “E., 
3528,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, 16 years’ experience, 
expert on all makes, clocks and light 
jewelry; can take charge, no job too 
a age 33. Carl Johnson, Wash- 

urn, 3 





SALESWOMAN, 15 years’ wholesale and 
retail experience, charge of showroom, 
stock, filling orders, repairs, etc.; prefer 
New York City or vicinity. J. Tuchten, 
1314 Seneca Ave., New York. 


ALL ROUND JEWELER, repairing, new _ 


work and stone setting, do some ~ 
graving, wishes permanent position in 
East in January; 18 years’ experience: 
best reference. Address “V., 3550,” care 
Jewelers’ Circular-Keystone. 





$s 


COMPETENT watchmaker-engraver; ex- 
perience with first-class trade; ag 6; 


e 2 : 
good references as to ability and char. ~ 
acter; desires position with good eg. ~ 


tablishment anywhere. Address ‘ 





3557,” care Jewelers’ Circular-Keystone. _ 





——— 


YOUNG LADY desires position as watch- ~ 


maker, jeweler, stone setter and en- 

graver; Bradley training; also book- 

keeper and _ stenographer. 

qooum, 1518 Charles St., St. Joseph, 
oO. 





YOUNG LADY seven years’ experience, 
excellent reference, very conscientious 
worker, knowledge o stenography, 
typewriting, bookkeeping, general office 
routine. Address “D., 3393,” care 
Jewelers’ Circular-Keystone. 





EXPERT WATCHMAKER can do dia- 
mond setting and practical engravi 
and jewelry repairing, now employed, 
desires position in New York City, or 
on Long Island. Address “H., 3572,” 
care Jewelers’ Circular-Keystone. 





EXPERT watchmaker and salesman, 20 
years’ experience; specialize in close 
timing; capable taking full charge of 
watch department; best references; 
single. Address “O., 3581,” care Jewel- 
ers’ Circular-Keystone. 








YOUNG MAN, married, very capable, 
wishes position with watch importer or 
wholesaler ; will do anything; 13 years’ 
experience. Address “F., 3568,” care 
Jewelers’ Circular-Keystone. 





SUPER SALESMAN, guarantees to in- 
crease business; commission basis; ex- 
pert on diamonds, watches, jewelry, 
ete.; sales promotion of prestige. 
Ostrowe, 361 E. 158th St., New York. 





RETAIL CLERK, 10 years’ experience; 
references; connection with reputable 
jeweler desired; anywhere. Address 
“H., 3451," care Jewelers’ + Circular- 
Keystone. 





Al SALESMAN, seven years’ installment 
manager, desires position in _ retail 
store; go anywhere and furnish best of 
references. Address ‘‘Circular, 1124,” 
Room 1205 Heyworth Bldg., Chicago. 





POSITION WANTED as letter engraver, 
or combination engraver and watch- 
maker; competent. Address “N., 3539,” 
care Jewelers’ Circular-Keystone. 





FIRST CLASS engraver, jeweler, diamond 
setter combination; experienced in all 
lines. Address “E., 3567,’ care Jewelers’ 
Circular-Keystone. 





JEWELRY SALESMAN, retail, 20 years’ 
New York experience, desires immediate 
position ; references. Address ‘“S., 
3544,” care Jewelers’ Circular-Keystone. 





FIRST CLASS WATCHMAKER and 
graduate optometrist, wants position in 
Arkansas. Address “S., 3584,” care 
Jewelers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
ats, clerks furnished, no charge. 
Iton Agency, 93 Nassau St., Cort. 

7392, New York. 





JEWELER, German, experienced on all 
types of finer, handmade platinum 
work, desires steady, permanent posi- 
tion. Address “‘G., 3510,” care Jewelers’ 
Circular-Keystone. 





BOOKKEEPER, STENOGRAPHER, full 
charge, ten years’ experience, capable 
of handling all office details; initiative, 
seven years with one jewelry concern. 
Address “O., 3593,’ care Jewelers’ Cir- 
cular-Keystone. 





JEWELER, ENGRAVER, good diamond 
salesman, knowing all phases of: retail 
business; 15 years’ experience; can 
manage store; highest references; 
married. Address “B., 3505,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER-TYPIST, young woman, 
10 years’ varied experience jewelry 
line, capable taking full charge, manu- 
facturing jewelers; excellent  refer- 
ences. 850 East 16ist St., Apt. 5D, 
Bronx, N. Y. 





WATCHMAKER, good mechanic with fine 
record, long experience and good refer- 
ences, desires position; Philadelphia or 
vicinity preferred; permanence rather 
than high wage desired. Address “N., 
3537,” care Jewelers’ Circular-Keystone. 





JEWELER, SETTER, platinum worker, 
young man, 15 years’ experience, mar- 
ried, can take in and estimate work; 
best of references; South preferred. 
Address “Z., 3559,” care Jewelers’ Cir- 
cular-Keystone. 





COMPETENT retail salesman, jeweler, 
watchmaker, 17 years’ experience; ex- 
cellent references; salary $30, New 
York or vicinity; complete familiarity 
retail jewelry details. Address “L., 


3578,” care Jewelers’ Circular-Keystone, | 





SALESMAN, having long experience with 
department store buyers, retail jewel- 
ers, Middle West territory, would like to 
connect with a manufacturer. Address 
“Reliable, 3431," care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, 18 years’ experience, 
bracelet and baguette watches, light 
jewelry and clock repairing, estimate ; 
references; permanent; married, age 
s. Earl Kirmse, 1626 Central, Dubuque, 
owa. 





HUB AND DIE CUTTER, 25 years’ ex- 
perience, High School, fraternal and 
badge work; 10 years’ experience with 
Deckel and Gorton machines, operating 
patterns, etc.; capable of taking 
charge. Address “C., 3482,” care Jewel- 
ers’ Circular-Keystone. 





THIS AD IS WORTHY of your recogni- 
tion; New York man, managerial and 
selling experience, seeks connection 
with reliable firm; familiar all branches 
of the business including credits; finest 
credentials. Address “E., 3443,’’ care 
Jewelers’ Circular-Keystone. 





MANAGER, INSTALLMENT, 11 years’ 
experience, now employed, A-1 sales- 
man, capable of taking complete charge 
credits, collections, trimming effective 
windows, advertising, sales promotion. 
Address “L., 3535,” care Jewelers’ Cir- 
cular-Keystone. 


Thelma q 





EXPERT manufacturing jeweler and 
setter; experienced making fine plati- 
num jewelry from designing through 
finishing ; unquestionable character and 
ability; references; have own tools. 
Address “A., 3563,” care Jewelers’ Cir- 
cular-Keystone. 





SKILLED watch and jewelry repairman, 
plain engraver, 15 years’ experience, good 
references; salary $35; South or Mid- 
west preferred; complete equipment; 
married, age 32, clean habits. Address 
Ba 3543,” care Jewelers’ Circular-Key- 
stone. 
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